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HOW  HEARST  NEWSPAPERS  ACROSS  THE  COUNTRY 
HELPED  MAKE  TAP  WATER  A  NATIONAL  CONCERN 


The  nation’s  tap  water  is  at  risk. 
It  has  already  made  hundreds  of 
thousands  of  Americans  sick. 
More  will  suffer  as  our  water 
pipes  age,  our  population  booms 
and  the  germs  in  our  tap  water 
multiply. 

We  can  no  longer  take  JQ 
its  safety  for  granted.  qj 

Reporters  and  editors  at  u  ^ 
Hearst  newspapers  across 
the  nation  investigated  j  ' 
this  increasingly  serious  |  H 
problem.  Their  in-depth 


JOURl^SM 

DISnJCTION 


hearst; 

NEWSPAPERS  1 


series,  based  on  four  months  of 
research  and  hundreds  of  inter¬ 
views,  explains  what  has  gone 
wrong.  It  also  shows  communities 
and  consumers  what  they  can  do  to 
make  it  right. 

==  Explaining  a  critical 
;}^  issue-and  doing  it  well-is 

^  ^  no  simple  task.  It  takes  the 

efforts  of  a  team  that 
cares.  And  that  is  what  we 
are  all  about.  At  Hearst,  we 
5T!  strive  to  inform  and,  ulti- 

■RS  i 

mately,  make  a  difference. 


Browse  the  Hearst  Web  site,  http://www.hearstcorp.coin,  to  learn  about  the  tap  water  series. 
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Professional  &  Printing 

IMAGING 


Recipients  of  the  1996  Kodak  Crystal  Eagle  Award 
FOR  Impact  in  photojournalism 

In  1971,  when  the  late  Gene  Smith  and  his  young  wife,  Aileen,  visited  the  small  Japanese  fishing  village 
of  Minamata,  they  planned  to  stay  and  photograph  for  three  months.  They  ended  up  staying  three  yean. 
documenting  the  human  suffering  that  stemmed  from  the  polluted  discharge  of  a  nearby  chemical  plant. 

Gene  and  Aileen  worked  as  partners — on  what  would  become  her  first  project  and  his  last — for  photo 
essays  in  LIFE  and  Camera  35  magazines,  and  for  their  subsequent  book,  Minamata.  They  immersed  them¬ 
selves  in  village  life,  and  captured  the  essence  of  the  situation  with  honesty  and  integrity.  Many  victims 
died  after  eating  fish  from  Minamata  Bay.  But  like  so  many  others,  17-year-old  Tomoko  Uemura  (above) 
blind,  speechless,  and  crippled  since  birth,  was  maimed  by  mercury  poisoning  in  her  mothers  womb. 

Finally  in  1995,  39  years  after  the  first  case  of  "Minamata  Disease"  was  documented,  the  government 
offered  a  settlement  to  the  victims.  News  accounts  have  credited  the  Smiths'  photos  with  bringing  inter¬ 
national  attention  to  the  issue.  Aileen  Smith,  currently  an  environmental  activist  in  japan,  says, 

'The  story  is  not  over,-  the  government  still  hasn't  admitted  responsibility  for  the  disaster."  But  progress 
is  undeniable.  Gene  Smith  once  said,  "1  try  to  take  what  voice  I  have  and  give  it  to  those  who  don't  have 
one  at  all.”  For  the  victims  of  Minamata,  there  is  little  doubt  that  Gene  and  Aileen  Smith  did  just  that. 

Eastman  Kodak  Company  is  proud  to  present  the  Kodak  Crystal  Eagle  Award  to  Aileen  and 
W.  Eugene  Smith  for  their  courageous  efforts  to  bring  relief  and  justice  to  the  mercury  poisoning 
victims  in  Minamata,  japan.  This  award  is  presented  in  conjunction  with  the  Pictures  of  the  Year  (POY) 
Competition,  which  is  sponsored  jointly  by  the  Missouri  School  of  journalism  and  the  National  Press 
Photographers  Association  (NPPA),  and  supported  with  gifts  from  Canon  USA,  Inc.  and  Professional 
and  Printing  Imaging,  Eastman  Kodak  Company. 
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Abitibi  Price  Newsprint  •  BEK  Systems  •  GOSS  •  Heritage  Inks 

KBA  Motter  .  MAN  Roland  ^j^g  jjysjness 

NAPP  Systems  support  printing  with... 
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Precision  Pressroom  Products  _ 

Western  Lithotech 


✓High  Quality  Color  ✓low  Paper  Waste 
✓consistent  Quality 
✓Reduced  Production  costs 
✓Environmentally  Friendly,  no  voc  Emissions 


No  ink  rub-off  is  just  one  of  the  many 
advantages  of  newspaper  flexo  printing. 


With  10.000,000  daily  and  12,000,000  Sunday  papers  printed 
on  FLEXO  many  publishers  already  know  about 
the  advantages  of  FLEXO  printing. 

Shouldn't  you? 


CALENDAR 


OCTOBER 

13-16  Advertising  Media  Credit  Executives  Association 
International  Annual  Cx)nference,  Royal  Sonesta, 

New  Orieans 

17-19  Society  of  Newspaper  Design,  18th  Annual  Workshop, 
Adam’s  Mark  Hotel,  Indianapolis,  Ind. 

17- 20  Society  of  Environmental  Journalists  Conference, 

Washington  University,  St.  Louis 

18- 19  Aimual  Newspaper  Association  Conference  on 

Technology,  Seattle  Marriott  Hotel,  Seattle,  Wash. 
20-22  Inland  Press  Association  Annual  Meeting,  Fairmont 
Hotel,  Chicago 

20-22  Editorial  Teenwotk  ’96  Conference,  American  Press 
Institute,  Reston,  Va. 

20-22  Mid-Atlantic  Circulation  Managers  Fall  Conference, 
Holiday  Inn  Bordeaux,  Fayetteville,  N.C. 

22-26  America  West  Production  Conference,  Reno  Hilton, 
Nevada 

31-11/2  Arizona  Newspapers  Association  Armual  Meeting 
and  Fall  Convention,  Holiday  Inn  SunSpree, 

Scottsdale,  Ariz. 

NOVEMBER 

5-7  Medios  Interactivos,  Catholic  University,  Santiago, 
Chile 

9- 10  Investigative  Reporters  and  Editors  Student-Regional 

Conference,  Syracuse  University,  Syracuse,  N.Y 

10- 12  Society  of  American  Business  Editors  and  Writers 

Conference  on  Personal  Finance,  Midland  Hotel, 
Chicago 

13-15  Interactive  PubUshing  ’96,  Swissotel  Zurich,  Zurich, 
Switzerland 

13- 15  Audit  Bureau  of  Circulations  Annual  Conference, 

Royal  York  Hotel,Toronto,  Canada 

14- 16  Suburban  Newspapers  of  America  Classified 

Advertising  Conference,The  Drake  Hotel,  Chicago 
14-16  New  England  Society  of  Newspaper  Editors  1996 
Convention,  Double  Tree  Islander  Hotel,  Newport, 
Rhode  Island 

14- l6  Association  of  Opinion  Page  Editors  Annual 

Conference,  Biltmore  Hotel,  Los  Angeles 

15- 17  International  Newspaper  Marketing  Association  U.K. 

Workshop,  Hilton  National,  Warwick,  England 
17-20  Southern  Newspaper  Publishers  Association  Armual 
Convention,  Boca  Raton  Resort  &  Club,  Boca 
Raton,  Fla. 

19-20  International  Newspaper  Marketing  Association  Latin 
America  Conference,  Hotel  San  Rafael,  Punta  del 
Este,  Uruguay 
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STOCK  TABLES 


Editor  &  Publisher 
U.S.  Media  Steck  Values 

(Weekly  Closing  Quotes) 


STOCK 

10/9/96 

10/2/96 

10/9/95 

A.H.  Belo  Corp.  (NY) 

34.625 

34.25 

32.50 

American  Media  Inc.  (NY) 

5.25 

5.375 

5.375 

Central  Newspapers  Inc.  (NY) 

39.00 

39.00 

30.00 

Dow  Jones  &  Co.  Inc.  (NY) 

35.75 

37.125 

36.25 

Gannett  Co.  Inc.  (NY) 

70.375 

70.75 

54.50 

Gray  Comm.  Sys.  (NY) 

21.125 

20.50 

21.75 

Harte-Hanks  Comm.  (NY)* 

27.75 

27.625 

18.75 

Hollinger  international  (NY)# 

11.50 

10.75 

12.75 

Knight-Ridder  Inc.  (NY)## 

37.00 

36.875 

28.625 

Lee  Enterprises  Inc.  (NY)** 

23.00 

22.50 

20.938 

McClatchy  Newspapers  Inc.  (NY) 

27.75 

28.25 

21.375 

Media  General  Inc.  (AM) 

31.75 

31.625 

33.00 

New  York  Times  Co.  (AM) 

34.75 

33.625 

28.625 

Providence  Journal  (NY)# 

29.50 

29.25 

N/A 

Pulitzer  Publishing  Co.  (NY) 

58.75 

57.625 

48.125 

E.W.  Scripps  Co.  (NY) 

45.375 

46.75 

35.125 

Times  Mirror  Co.  (NY) 

44.50 

43.875 

29.75 

Tribune  Co.  (NY) 

80.625 

77.375 

62.50 

Washington  Post  Co.  (NY) 

334.00 

343.25 

301.00 

#  Adjusted  for  3  for  2  stock  split  as  of  12/95 
**  Adjusted  for  2  for  1  stock  split  as  of  12/8/95 

#  American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 

#  Initial  Public  Offering  6/24/96 

##  Adjusted  for  2  for  1  stock  split  as  of  7/31/96 


Editor  &  Publisher 
Foreign  Media  Stock  Values 

(Weekly  Closing  Quotes) 


STOCK 

10/9/96 

1Q/Z/96 

10/9/95 

Hollinger  Inc.  (a) 

12.10 

11.65 

11.125 

News  Corp.  Ltd.  (c) 

22.25 

21.00 

20.125 

Pearson  Ltd.  (b) 

6.94 

6.84 

6.02 

Quebecor  Inc.  Class  A  (a) 

20.65 

20.40 

19.875 

Reuters  Holdings,  ADR  (c) 

70.875 

70.00 

50.875 

Southam  Inc.  (a) 

17.80 

17.00 

14.00 

Thomson  Corp.  (a) 

25.00 

24.75 

17.50 

Toronto  Sun  Publishing  Corp.  (a) 

15.95 

15.90 

11.50 

Torstar  Corp.  (a) 

29.40 

27.05 

21.25 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 

(c)  Quotes  are  in  U.S.  dollars 

Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 
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Free  Tickets  For  Newspapers 

While  New  York  City  baseball  fans  wait  in  long  lines 
for  playoff  tickets,  newspaper  people  get  free  invitations 
courtesy  of  Yankee  owner  George  Steinbrenner 

10 

A  Waste  Of  Space 

Given  free  editorial  space  in  the 
Chicago  Sun-Times,  President  Clinton  and 
challenger  Dole  run  old,  stale  material 
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policies  for  employees 
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A  white  police  officer  had  shot  and  killed  an  unarmed  black  segregated  neighborhoods  to  inequities  in  the  public  schools, 

youth  as  he  surrendered  on  an  assault  charge.  While  the  officer  The  series  didn’t  solve  Lexington’s  racial  divisions, 

claimed  his  gun  went  oEF  accidentally,  some  {jeople,  especially  but  it  gave  a  voice  to  people  who  had  not  been  heard  and 

black  residents,  didn’t  believe  him.  A  racial  disturlxuice  erupt-  brought  facts  and  perspective  to  an  emotional  debate.  And  the 

ed,  and  15  people  were  injured.  But  while  much  of  the  city  conununity  is  moving  forward.  Several  organizations  are  con- 


was  in  shock,  one  news  source  began  looking  for  answers. 


Herald-Leader 


ducting  a  “visioning”  process  to  chart  a  future  that  includes 


turned  to  the  all  jjeople.  And  the  school  board  has  hired  an  “equity  monitor" 


j>eople  who  live  in  its  community  and  published  “Voices,"  a  to  make  sure  all  students  get  the  same  opportunities. 


month-long  series  of  front-page  columns  by  Lexingtonians 
about  racial  attitudes  and  how  to  improve  them. 


The  Lexington  Herald- Leader  is  one  of  31  Knight- 
Ridder  newspapers.  All  create  journalism  that  digs  deeper  - 


And  a  21-part  series  called  “Distant  Neighbors"  delved  written  and  photographed  by  people  who 


m 


deep  into  the  barriers  that  separate  black  and  white  —  from  push  hard.  The  proof  is  in  the  results.  KNIGHPRIDDER 


Though  it  found  widespread  segregation, 
the  T.cxjngton  Herald-Leader  also  found 
hope  ii»  a  lew  integrated  neighborhoods 
and  (.burches  like  this  one  in-Northside. 


The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March 
22, 1884;  March  1892;  The  Fourth  Estate,  March  1, 

1894;  Editor  &  Publisher,  June  29, 1901 ;  Advertising,  June  22, 1925. 

James  Wright  Brown,  Chairman  of  the  Board,  1912  - 1959 

President, 

Editor  Emeritus  Robert  U.  Brown  [EXT.  ii5| 
Co-Publisher, 

Advertising/Research  D.  Colin  Phillips  im.  1 17| 
Co-Publisher, 

Circulation/Production  Christopher  Phillips  iext.  ii6| 


,THE  FOURTH  ESTATE 


Missed  Opportunity 


Executive  Editor  John  P  Consoli  iext  225| 
Senior  Editor  George  Gameau  iext  22.^1 

Associate  Editors  David  Astor  iext  2261 
Jodi  B.  Cohen  iext,  2291 
Dorothy  Giobbe  iext  227| 
Stacy  Jones  iext.  2281 
Laura  Reina  iext.  2221 
Jim  Rosenberg  iext.  2241 
Midwest  Editor  Mark  Fitzgerald 
Washington  Editor  Debra  Gersh  Hernandez 
West  Coast  Editor  M.L.  Stein 

Copy  Editor  Jennifer  S.Waber  iext.  2301 
Art  Director  Hector  W  Marrero  iext.  2211 

Art/Graphic  Assistant  Lery  Chan 

Art  Assistant  Quincee  M.  Robinson 

Editorial 

Production  Manager  Robert  Rivera  iext.  2201 


PRESIDENT  CLINTON  AND  Republican  nominee  Bob 

Dole  squandered  a  great  opportunity  to  reach  the  voters 
in  a  major  metropolitan  city  recently  —  and  the  newspa¬ 
per  justifiably  criticized  them  for  it. 

The  Chicago  Sun-Times  offered  each  presidential  candidate 
free,  unedited  space  to  write  whatever  message  they  chose  to 
deliver  to  the  newspaper’s  501,115  paid  subscribers. 

Unfortunately,  both  offered  recycled  versions  of  previously 
published  writings. 

The  Sun-Times,  which  prior  to  receiving  the  submissions 
had  ballyhooed  the  planned  essays  as  a  journalistic  experiment 
in  providing  direct  communication  from  the  candidates  to  the 
voters,  was  harsh  on  the  candidates  the  morning  after  the  arti¬ 
cles  ran. 

“We  offered  a  new  forum,  but  much  of  what  the  candidates 
gave  us  was  old  material  recycled  word  for  word,”  Sun-Times 
editor  in  chief  Nigel  Wade  wrote  in  a  message  to  readers. 
“Voters  are  electing  a  president,  not  a  word  processor,”  Wade 
added.  “They  want  dialogue  —  what  they  got  was  Voice  Mail.” 

At  a  time  when  presidential  candidates  are  spending  millions 
and  millions  of  dollars  for  TV  ads  to  promote  their  candidacy, 
and  when  voters  are  crying  out  for  discussions  of  the  major 
issues,  it  is  sad  that  the  two  presidential  camps  would  drop  the 
ball  on  such  a  great  opportunity.  What  were  their  “media 
experts”  thinking? 

And  who  could  blame  newspapers  that  are  reluctant  to 
make  similar  offers  of  free  editorial  space  in  the  future?  — J.C. 


vice  President  Advertising  Michael  J.  Dardano  iext.  i53| 


Sales  Representatives  Ann  M.  Fisher  iext.  1601 
(New  York)  Betsy  Maloney  iext.  1591 
Sales  Representatives  Anthony  R.  George 
(Chicago)  Richard  H.  Henrichs 

Production  Manner  Carol  Blum  iext.  i66| 

Elisa  L.  Miller,  Assistant  iext.  i6;i 

Classified 

Advertising  Manser  Shawn  Olson  iext.  29SI 

Hazel  Preuss,  Assistant  iext.  2951 

Circulation 

Marketing  Director  David  Williams  iext.  2501 
Fulfillment  Manager  Marlene  Hazzard  iext.  2801 
Information  Services  Shqipe  Malushi  iext.  5511 

Promotion  Manager  Lawrence  J.  Bumagiel  iext.  isoi 

Denniston  Brown,  Assistant  iext.  1511 
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edpub@inediainfo.com;  VWfo  Site:  htpT/wwwmediainfo.com. 

Chicago:  8  S.  Michigan  Ave.,  Suite  1601,  Chicago,  IL  60603;  (312)  641-0041; 
FAX  (312)  641-0043.  Mark  Fitzgerald,  Editor;  Richard  H.  Henrichs,  Anthony  R. 
George.  Sales  Representatives. 

Washington:  National  Press  Building,  Suite  1 1 28,  Washington.  DC  20045;  (202) 
662-7234;  FAX  (202)  662-7223.  Debra  Gersh  Hernandez,  Editor. 

Palo  Alto:  101  Alma  Street,  #405,  Palo  Alto,  CA  94103;  (415)  322-7178;  FAX 
(415)  322-7195.  M.L.  Stein,  Editor. 

Los  Angeles:  1725  Chelsea  Road,  Palos  Verde  Estates,  CA  90274;TEL/FAX  (310) 
378-7075.  .Marshall  &  Associates,  Advertising  Representatives. 
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LETTERS  TO  THE  EDITOR, 


Surprised 

SUFFICE  TO  SAY  that  I  was  more 
than  a  little  surprised  to  see  Editor 
&  Publisher  (Sept.  7,  p  10)  proclaim¬ 
ing  which  of  the  freebies  at  the  Demo¬ 
cratic  convention  were  “good  stuff.” 

And  here  I  had  been  led  all  these 
years  to  believe  that  freebies  were,  by 
definition,  bad  stuff. 

I  hope  reporter  Mark  Fitzgerald 
enjoyed  his  “Limited  Convention 
Edition”  of  Kraft  Macaroni  and  Cheese. 
And  I  hope  the  writers  who  contribute 
to  our  pages  did  not. 

Perhaps,  I’m  just  old-fashioned  —  or 
maybe  Mark  Fitzgerald  is.  Shame  on  you. 

JOHN  R.  FOREMAN 

Foreman  is  editor  of  the 
Champaign,  III.,  News-Gazette 

Editor’s  Note: 

The  story  you  refer  to  was  a 
spoof.  Mark  Fitzgerald  did  not 
partake  of  the  contents  of  his  .^9< 
“Limited  Convention  Edition”  of 
Kraft  Macaroni  and  Cheese 
because  the  box  was  used  as  a 
graphic  for  the  story. 

Newspaperdom* 


50  YEARS  AGO. . .  Almost  a  half  million 
pictures  of  “Lena  the  Hyena”  were  sub¬ 
mitted  by  newspaper  readers  to  the 
United  Feature  Syndicate.  A1  Capp,  cre¬ 
ator  of  “li’I  Abner”  appearing  in  4(X) 
new  spapers,  announced  Abner’s  forth¬ 
coming  marriage  to  Lena,  but  left  her 
face  blank  and  inked  in  “Censored.”A 
$500  prize  was  offered  for  the  best 
likeness,  and  some  newspapers  added 
their  own  prizes.  Boris  Karloff,  Frank 
Sinatra  and  Salvador  Dali  were  named 
judges. 

From  Editor  &  Publisher 

October  12,  1946 


For  additional  stories,  analysis 
;and  industry  resources, 
visit  us  on  t^e  Web  ’• 

http://www.me(liainfo.com 


Who's  afraid 
of  Microsoft? 

I  GUESS  WE  are  supposed  to  be  run¬ 
ning  and  screaming  into  the  night. 
Microsoft  is  coming,  Microsoft  is  com¬ 
ing. 

We  are  the  newspaper  industry  and, 
according  to  a  recent  WaU  Street 
Journal  article,  the  end  is  near.  I  mean, 
how  can  an  industry  as  old  as  the  print¬ 
ed  word  stand  up  to  the  mighty,  rich 
and  young  Microsoft?  Well,  we  probably 
will  —  after  all,  we  survived  the  predic¬ 
tion  at  CNN’s  launch  that  newspapers 
are  doomed. 

I’m  optimisitic.  OK,  fairl)'  optimistic. 
There  are  more  than  200  newspa¬ 
pers  with  online  services.  Most  view 
local  as  a  major  Internet  Idller  app 
(and,  it’s  nice  to  see  Microsoft, AT&T, 
AOL  and  even  Yahoo!  trying  to  get  in 
on  the  act).  Most  of  us  are  in  our  first 
year  of  business  and  we  are  trying  out 
quite  a  few  different  business  models. 

Boston.com  has  linked  together  a 
few  of  the  city’s  major  media  as  part- 
ners.The  New  York  Times  views  itself 
as  a  national  and  international  news 
resource.  New  Jersey  Online  is  using 
the  reach  of  our  three  New  Jersey  part¬ 
ner  papers  to  cover  the  entire  state 
with  more  than  500  municipalities. 
Different  models,  but  all  have  a  few 
powerful  things  in  common. 

We  live  in  our  communities,  we 
know  and  cover  our  neighbors,  we 
have  history  and  have  built  strong  infor¬ 
mation  infrastructures  over  decades. 
Microsoft,  with  all  its  might,  can’t 
match  this. 

Allow  me  to  use  New  Jersey  Online 
as  an  example  of  how  newspapers  will 
compete.  Yes,  we  have  interactive  enter¬ 
tainment  listings.Add  to  that  access  to 
2,000  stringers  in  New  Jersey  sending 
daily  information  on  local  events. 

We  are  affiliated  with  the  Associated 
Press,  partners  with  AccuWeather,  work 
with  News  12  New  Jersey  —  a  24-hour 
TV  news  station.  We  even  have  ad 
relationships  with  hundreds  of  local 
advertisers.To  this,  add  whatever  tech¬ 
nology  it  will  take  to  keep  our  site 
interactive. 

With  all  of  this  local  firepower,  how 
can  New  Jersey  Online  and  other 
online  newspapers  fail?  First,  we’ll  fail  if 
we  think  we’re  invincible.  For  many  of 
our  online  customers,  Microsoft  is  a 


stronger  and  sexier  Internet  brand  than 
ours. 

Second,  Microsoft  is  rich  and  aggres¬ 
sive.  We  would  be  foolish  to  assume 
that  our  local  relationships  and  talented 
colleagues  can’t  be  bought  out  from 
under  us  and  that  Microserfs  are  not 
woiking  on  proprietary  technologies  to 
dazzle  our  customers. 

But,  we  won’t  be  bought  out  by 
Microsoft. 'When  push  comes  to  shove, 
we  know  that  our  greatest  asset  is  our 
brand  and  its  power  to  provide  trusted, 
compelling  information  and  news,  the 
power  to  link  our  Web  services  with 
our  newspapers  and  broadcast  proper¬ 
ties.  Finally,  there’s  the  power  we  have 
of  linking  up  with  other  local  newspa¬ 
per  sites  to  create  broad  networks, 
whether  as  part  of  the  New  Century 
Network  or  via  syndicated  content  like 
Journal  Square  Interactive’s  Rain  or 
Shine  Weather,  to  deliver  the  most  pow¬ 
erful  Web  advertising  buy.  This  is  the 
real  bottom  line. 

There  is  a  reason  that  newspapers 
continue  to  lead  all  other  media  in  ad 
revenue.  We  deliver  relevance  from  our 
home  bases.  Not  from  Redmond,  Wash. 

PETER  lEVITAN 

Levitan  is  president  of  New  Jersey 
Online  and  Journal  Square  Interactive 


KAMEN  &  CO. 

'  GROUP  SERVICES 


Q:  Do  you  know  the 
current  market  value 
of  your  publication? 

A :  Call  Kamen  &  Co.  Now! 


NewYoik  516-379-2797 
Florida  613-786-5930 


FAX  516-223-9094 

2355  Pershing  Blvd. «  Ste.  301 »  Baldwin,  NY  11510 
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August  1996 


Decatur-DeKalh  News/Era 

a  division  of 


Decatur  News  Publishing  Company 


has  been  acquired  by 


Southern  Crescent  Newspapers,  L.P. 


AdMedia  Partners,  Inc.  initiated  this  transaction, 
assisted  in  the  negotiations  and  acted  as  financial  advisor  to 

Decatur  News  Publishing  Company. 


AdMedia  Partners,  Inc. 

Investment  Bankers  and  Strategic  Advisors  to  the 
Media,  Advertising  and  Marketing  Services  Industries 

Robert  H.  Huntington  Robert  Garrett,  President  Paul  F.  McPherson 

Abbott  C.  Jones  Richard  C.  Yancey 

Charles  1.  Wrubel 


866  Third  Avenue,  26"'  Floor,  New  York,  NY  10022  Telephone:  (212)  759-1870  •  Facsimile:  (212)  888-4960 


EVERY  SATURDAY  SINCE  1884 


New  York  Yankees 
owner  quietly  offers 
free  tickets  for  playoff 
games  to  select 
newspaper  people 


JTTLF,  ip'rt.lCE  BROKE  up 
^otestn^^by  Yankees  baseball 
'^s  wJ!o  were  unable  to  buy 
to  the  division  play- 
ihc  team’s  owner  was 
la^  invitations  to  selected 
Ne#  York  City  newspaper 
reporters,  editors  and  execu¬ 
tives  to  attend  the  games  for 
free. 

The  invitations  were  sent 
out,  ironically,  at  the  same 
time  that  area  newspapers 
were  publishing  pictures  and  stories  about  irate  fans 
who  had  camp>ed  out  all  night  at  Yankee  Stadium, 
but  were  shut  out  by  a  shortage  of  tickets. 

The  special  R.S.V  R  media  list  was  sent  from  the 
office  of  David  W.  Sussman,  general  counsel  of  the 
Yankees. 

The  invitations  were  faxed  to  newsrooms  and 
addressed  to  journalists  by  their  first  names.They  all 
were  signed  by  George  M.  Steinbrenner,  president  of 
the  Yankees. 

The  list  of  journalists  was  compiled  by  Steinbren¬ 
ner  and  Howard  Rubenstein.  a  politically  connected 
public  relations  consultant  who  represents  the  Yan¬ 
kees. 

Rubenstein  has  been  orchestrating  campaign  to 
get  public  support  for  the  Yankees  to  move  to  Man¬ 
hattan  or  New  Jersey  from  its  73-year-old  landmark 
home  in  the  Bronx. 

In  an  interview,  he  insisted  the  invitations  had 
nothing  to  do  with  the  Yankees’  attempts  to  get  cov¬ 
erage  of  its  bid  for  public  financing  of  a  new  sta¬ 
dium. 

“It’s  a  harmless  episode  that  has  gained  nothing 
for  the  Yankees,”  Rubenstein  said.  “None  of  the  peo¬ 
ple  who  were  invited  were  from  the  sports  sections. 
They  all  were  newspeople.  Some  were  manage¬ 
ment,  and  all  were  known  by  the  Yankees  organiza¬ 
tion  to  be  longtime  baseball  fans.” 

Rubenstein  said  that  Steinbrenner  has  received 
some  of  his  severest  criticism  from  the  news  oi'gan- 
izations  that  the  invited  journalists  work  for. 

“Some  of  the  worst  stories  ever  published  about 
George  Steinbrenner  were  in  their  newspapers,”  he 
said.  “We  certainly  didn’t  invite  them  to  say  ‘thank 
you’  for  their  coverage.” 


Rubenstein  declined  to 
name  the  newspaper  people 
who  accepted  the  invitation 
to  attend  the  divisional  play¬ 
off  games  against  the  Texas 
Rangers.  He  said  the  same 
people  were  invited  to  the 
American  League  Champi¬ 
onship  Series  with  the  Balti¬ 
more  Orioles. 

The  Yankees  also  sold  an 
unknown  number  of  tickets 
to  metro  area  newspap>crs 
and  television  and  radio  stations,  which  then  resold 
or  gave  them  to  their  employees. 

In  another  irony,  while  local  media  outlets  were 
getting  tickets  from  the  Yankees  behind  the  scenes, 
many  were  publishing  articles  on  Peter  Vallone,  pres¬ 
ident  of  the  New  York  City  Council,  as  word  leaked 
that  he  had  purchased  tickets  from  Yankees  man¬ 
agement  for  resale  to  local  legislators 

The  Steinbrenner  letter  to  reporters  —  signed 
“Sincerely,  George”  —  was  fixed  directly’  to  some 
newsrooms. 

It  was  unclear  how  many  reporters  accepted 
the  Yankees  ticket  invitation.  The  cover  sheet 
accompanying  the  Steinbrenner  fax  noted  that 
the  reporters  would  not  be  permitted  to  trans- 
(See  Tickets  on  page  51) 


BY  ALLAN  WOLPER 


Yankees  owner  George  Steinbrenner  (right)  confers  with  Yankees 
executive  Arthur  Richman  during  a  game  earlier  this  year.  Stein¬ 
brenner  and  his  PR  man,  Howard  Rubenstein,  recently  put  togeth¬ 
er  a  list  of  newspaper  people  who  were  offered  free  tickets  to  the 
divisional  and  current  league  playoff  games  at  Yankee  Stadium. 


Wolper,  professor  of  journalism  at  Rutgers  Uni- 
i>ersity,  Newark,  N.J.,  covers  campus  journalism 
for  E&P. 
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BY  MARK  FITZGERALD 


AWaste 
Of  Space 


10 


Chicago  Sun-Times' 
offer  of  free,  unedited 
space  to  Clinton,  Dole 
is  a  bust  as  candidates 
provide  old  material 


ers  disappointed  that  they 
were  not  offered  fresh  writing 
by  the  candidates. 

“I  feel  kind  of  cheap  now,” 
said  Kelly  Cole  after  being 
told  the  essays  were  recycled. 
Cole  is  a  27-year-old  who  had 
attended  one  of  the  paper’s 
pre-election  Reader  Forums. 

It  was  at  a  Sun-Times 
Reader  Forum  in  May  that  the 
idea  of  offering  free  space  to 
presidential  candidates  emerged.  The  suggestion 
came  from  Cari  Nyberg,  a  Navy  lieutenant.  Nybeig 
told  Fomek  that  the  newspaper  was  partly  to  blame 
for  the  failure  of  the  experiment. 

“By  the  Sun-Times  letting  them  do  what  they 
wanted,  [the  candidates]  were  able  to  fill  back  on 
their  usual  style  over  substance,”  said  Nyberg,  who 
said  the  newspaper  should  have  forced  candidates 
to  provide  detailed  responses  to  a  list  of  issues. 


HE  CHICAGO  SUN-TIMES’ 
offer  of  free,  unedited  space 
to  the  two  major  candidates 
for  president  —  one  of  two 
offers  from  newspapers  this 
election  year  —  turned  out  to 
be  a  bust. 

Both  President  Bill  Clinton 
and  Republican  nominee  Bob 
Dole  offered  recycled  ver¬ 
sions  of  past  campaign  writ¬ 
ings.  Clinton’s  essay,  pub¬ 
lished  Oct.  2,  was  a  lightly  rewritten  version  of  his 
Aug.  29  acceptance  speech  and  Dole’s  article,  pub¬ 
lished  Oct.  3,  was  a  virtual  word-for-word  reprint  of 
his  introduction  to  the  campaign  book  Trusting  the 
People. 

Having  ballyhooed  the  essays  as  a  journalistic 
experiment  in  providing  direct  communication 
from  the  candidates  to  the  voters,  the  Sun-Times 
was  harsh  on  the  candidates  the  morning  after  the 
essays  ran. 

“We  offered  a  new  forum,  but  much  of 
what  the  candidates  gave  us  was  old 
material  recycled  word  for  word,”  Sun- 
Times  editor  in  chief  Nigel  Wade  wrote 
in  a  note  to  readers.“We  did  not  stipulate  ' 

that  the  articles  had  to  be  original,  but 
President  Clinton  and  Bob  E)ole  had  sev- 
eral  months  in  which  to  take  Illinois  vot- 
ers  more  seriously  than  they  did. 

“Voters  are  electing  a  president,  not 
a  word  processor,”  Wade  added.  “They 
want  dialogue  —  what  they  got  was 
Voice  Mail.” 

“Each  essay  was  headlined,  ‘In  His 
Own  Words,’  but  instead  of  fresh  essays, 

Sun-Times  readers  got  rehashes  of  past 
campaign  pieces,”  political  reporter  Scott  = 

Fomek  wrote  in  his  day-after  article  on 
the  free  space. 

In  an  editorial,  the  paper  called  the 
candidates’  essays  “a  sorry  charade”  and  a 
“sad  misuse  of  the  public’s  desire  for  sub- 
stance” 

“Plenty  of  Nothing”  was  the  headline 
on  a  column  by  editorial  board  member 
Cindy  Richard.  “Clearly  we  shouldn’t  § 

have  trusted  the  candidates  to  take  this  1 

offer  in  the  spirit  in  which  it  was  pre-  i 

sented:  an  opportunity  to  be  open  and  § 

honest  with  the  voters,”  Richards  wrote.  1 

The  newspaper  quoted  several  read-  g 


t  Rodman, 


Thepresi^nt! 


Clinton 


BUI  Clinton 
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Tribune  and  Whittier  Daily 
News.  “It  gave  people  some¬ 
thing  they  could  pick  up  and 
have  in  terms  of  their  posi¬ 
tions.” 

Because  the  essays  were 
published  in  the  days 
between  the  Republican  and 
Democratic  conventions,  Clin¬ 
ton’s  acceptance  speech,  for 
instance,  was  not  available  for 
recycling. 

The  C,alifomia  papers  will 
be  running  a  second  pair  of 
essays  from  the  candidates 
Oct.  27,  10  days  before  the 
election.  “The  second  one  is  to 
focus  more  on  the  issues,” 
O’Leary  said. 

As  disappointed  as  the  Sun- 
Times  was  in  the  quality  of 
the  Clinton/Dole  articles, 
however,  the  paper  is  chan- 
That  approach  is  being  taken  by  the  Thomson  neling  that  anger  in  one  positive  way:  It  is  warning 

L.A.  News  Group  in  California,  which  asked  the  two  the  candidates  for  U.S.  Senate  —  who  will  get  simi- 

candidates  to  write  about  their  “general  vision”  for  lar  free  space  next  week  —  to  do  better. 

America.  “To  some  extent,  [the  responses]  were  “We  aren’t  abandoning  our  effort  to  give  voters 
recycled  . . .  but  they  weren’t  too  bad,”  said  Kevin  unfiltered  information,”  the  paper  editorialized.  “We 
O’Leary,  editorial  page  editor  for  the  group,  which  hope  you  will  be  better  served  on  Oct.  16  and  17, 

includes  the  Pasadena  Star-News,San  GabrielValley  when  [Demodrat  Dick]  Durbin  and  [Republican  Al] 

Salvi  take  their  opportunity  to  share  plans 
and  progTams  in  their  own  words.” 


The  Chicago  Sun-Times  carried  an  editorial  entitled,  “Readers  deserved  better  from 
Clinton  and  Dole”  and  Sun-Times  cartoonist  Jack  Higgins  expressed  his  opinion  about 
the  rehashed  political  submissions. 
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SPORTS 


Stacy  Jones 
Joins  E(S?P 

STACY  JONES  HAS  joined  Editor  &  Pub¬ 
lisher  magazine  as  an  associate  editor 
with  primary  responsibility  for  business 
and  financial  coverage. 

Jones  most  recently  was  a  staff  writer 
with  the  Providence  Jourrud-BuUetin. 
Prior  to  that,  she  was  a  staff  writer  for  the 
Roanohe  (Va.)  Times.  She  has  also  worked 
at  the  Minneapolis  Star  Tribune,  SL  Paul 
Pioneer  Press  and  at  New  York  Newsdc^. 
Jones  has  a  BA.  in  journalism  from  the  Uni¬ 
versity  of  Minnesota-Twin  Cities  and  a  mas¬ 
ters  in  journalism  finm  New  York  Univer¬ 
sity. 


New  Address 

TJ&P  WEST  COAST  editor  M.L  Stein  has 
mL  moved  his  office  from  Long  Beach, 
Calif.,  to  ftdo  Alto,  Calif 

Stein’s  new  address,  effective  Oct.  14,  is: 
101  Alma  Street, #405,MoAlto, Calif  94103. 


Stein’s  new  E&P  phone  number  will  be 
415-322-7178;  fex  number  is  415-322-7195. 
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BY  MARK  FITZGERALD 


Workplace 

‘Out-reach 


OR  IfSBLVN  AND  gay  journalists,  newsrooms  aren’t 
closets  with  terminals  anymore. 

In  the  past  two  or  three  years,  many  newspapers 
’  moved  dramatically  to  make  openly  gay  and 

lesbian  employees  comfortable  in  the  workplace. 

That  was  apparent  at  the  recent  National  Lesbian 
and  Gay  Journalists  Association  convention  in 
Miami,  where  more  than  a  dozen  newspapers  and 
chains  were  actively  recruiting  and  the  list  of  event 
sponsors  read  like  a  FAS-LAX  report:  Cox  Newspa¬ 
pers,  Fort  Lauderdale  Sun-Sentinel,  Gannett  Co.,  Los 
Angeles  Times,  Miami  Herald,  Knight-Ridder,  and 
St.  Petersburg  Times. 
NSWSpdpQr  This  outreach  to  gay  and 
lesbian  journalists  extended 

chdins  ddopting  even  to  an  ad  m  the  NLGJA 

convention  program  for  the 
Qdy~frj6ndly  Kmght  Fellowships  at  Stan- 
^  _  ford  University.  The  ad 

DOIICI6S  included  this  testimonial  from 
_ *  1993-94  fellow  Michelle  John¬ 
son:  “My  partner  came  to 
Stanford  with  me  for  the  Knight  Fellowship  and 
enjoyed  the  same  privileges  as  the  other  fellows’ 
spouses.  She  even  received  (and  declined)  an  invita¬ 
tion  to  join  the  Faculty  Wives  Club!”  Johnson  wrote. 

One  of  the  news  organizations  most  active  in 
making  itself  over  as  a  gay- 


‘This  is  a  hot-button  issue.’ And  my  reaction  is,  if  it’s 
a  hot-button  issue  —  you  probably  need  this  train¬ 
ing,”  Olmstead  said. 

There  was  no  top  management  resistance  at  the 
53,0()Ocirculation  News-Sentinel  in  Fort  Wayne, 
Ind.,  however.  Tlie  executive  editor  there  is  openly 
gay.JoeWeiler. 

“Should  the  editor  of  the  newspaper  be  holding 
formal  —  actually,  mandatory  —  training  sessions 
on  the  issues  around  sexual  orientation?”  Weiler 
said.  “One  of  the  things  we  saw  on  the  nongay  staff 
is  that  they  never  talk  about  these  things  as  issues. 
They  may  think  of  them  as  stories,  but  they  never 
see  them  as  issues.” 

The  sexual  diversity  program  was  developed  by 
the  NLGJA  and  Hollywood  Supports,  a  group  that 
began  five  years  ago  to  do  training  on  the  issue  of 
AIDS  in  the  workplace. 

While  the  program  has  been  used  in  many  broad¬ 
cast  operations,  Knight-Ridder  is  the  only  newspa¬ 
per  company  to  adopt  the  program  chainwide,  said 
Nancy  Murrell,  a  copy  editor  at  the  Miami  Herald 
and  coordinator  of  the  NLGJA  sexual  diversity  train¬ 
ing  program. 

“It’s  been  kind  of  a  slow  sell,”  Murrell  said.  “We 
designed  this  for  journalists  and  journalists  buy  into 
it.  But  what  we’re  finding  is  we  need  to  design  it  for 
the  HR  [human  resourc- 


friendly  employer  is  Knight- 
Ridder,  the  nation’s  second- 
largest  publisher  of  daily 
newspapers. 

Among  other  measures, 
Knight-Ridder  is  running  “sex¬ 
ual  orientation  in  the  work¬ 
place”  seminars  at  all  its  news¬ 
papers.  There  are 
no  exceptions, 
said  Larry  Olm¬ 
stead,  the  chain’s 
assistant  vice  pres¬ 
ident  for  diversity. 

“Some  newspa¬ 
pers  said  to  me,  !«•«» 


es]  folks  [because]  they’re 
not  buying  into  it.” 

The  NLGJA/Knight-Rid- 
der  program, 
which  takes 
I  from  90  min- 

01 1  e  three- 

/  i  and-a-half  hours 
I  depending  on 
^  i  i  what  version 

*  / 1  newspapers  use, 
H  I  includes  discus- 
V  f  sions  on  the  legal 

*  /  f  and  business  issues 
^1  involved  in  sexual 
f  orientation,  on 
f  myths  and  stereo- 
I  types  and  on  sugges- 
f  tions  for  a  specific 

I  I  newspaper  work- 

I I  place. 

I  It  also  includes  a 
I  number  of  exercises 
I  such  as  a  “role  reversal” 
f  questionnaire  for  het- 
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The  National 
Lesbian  and  Gay 
Journalists 
Association 
convention 
directory  contained 

ads  from  numerous  newspaper  organizations 
courting  the  association’s  member  journalists. 
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Lobbying  For  Domestic  Partnership  Policies 


Following  ARE  some  strategies 
for  convincing  newspapers  to  ex¬ 
tend  benefits  to  gay,  lesbian  and  other 
unmarried  couples,  as  suggested  at 
the  recent  National  Lesbian  and  Gay 
Journalists  Association  convention: 

^  Emphasize  loyalty. 

“I  found  the  tone  to  take  is,i’m 
part  of  the  company  and  I  want  to  be 
able  to  do  my  best  to  be  part  of  the 
team,’  ”  said  Sherry  Boschert,  San  Fran¬ 
cisco  bureau  chief  of  International 
Medical  News  Group.  Boschert  helped 
win  domestic  partnership  benefits 
when  the  group  was  part  of  Capital 
Cities/ABC. 

^  Emphasize  the  fairness  issue. 

“Without  being  trite  and  simple,  I 
think  it  comes  down  to  a  social  jus¬ 


tice  issue,”  said  Karen  Louise  Boothe, 
senior  p>olitical  reporter  for  Minnesota 
Public  Radio.  One  caveat:  Using  a 
newspaper’s  liberal  editorial  policy  to 
try  to  shame  it  into  adopting  domestic 
partnership  benefits  has  been  tried 
and  failed  at  several  newsrooms. 

^  Portray  benefits  as  another  way  of 
ensuring  a  "safe"  workplace  environ¬ 
ment. 

According  to  this  argument,  news¬ 
papers  should  adopt  domestic  part¬ 
nership  benefits  as  a  “welcoming”  sign 
to  a  diverse  newsroom  in  the  same 
way  the  papers  prohibit  discrimina¬ 
tion  and  sexual  harassment. 

^  Emphasize  the  relatively  small 
marginal  cost  of  adding  domestic  part¬ 
ners  to  benefits  programs. 


Miami  Herald  human  resources 
manager  Barbara  Ferranti  said  the 
number  of  employees  who  actually 
take  advantage  of  domestic  partner¬ 
ship  benefits  —  especially  same-sex 
domestic  partners  —  is  far  lower  than 
most  employers  think. 

She  noted  that  Montefiore  Hospital 
in  the  Miami  area  spends  about  $26 
million  annually  for  health  benefits  — 
and  just  $50,000  of  that  is  spent  on 
benefits  which  are  for  same-sex  cou¬ 
ples. 

^  Start  small. 

Lobby  for  extendmg  some  existing 
lowcost  benefits  to  same-sex  partners 
and  other  unmarried  couples. 

^  A  favorite  starting  place:  bereave¬ 
ment  leave.  —  Mark  Fitzgerald 


erosexuals  —  sample  question:  “When  did  you  first 
know  you  were  heterosexual?”  —  and  role-playing 
from  situations  devised  from  real-life  instances  at 
Knight-Ridder  newspapers. 

“People  think  this  is  about  bringing  your  sex  life 
to  woik  when  really  what  it  is  about  is  bringing  your 
personhood  to  work,”  training  coordinator  Murrell 
said. 

“The  most  important  thing,”  Murrell  said  at 
another  point,  “is  that  [gay  and  lesbian  journalists] 
make  a  paradigm  shift  from  thinking,  ‘Is  this  advo¬ 
cacy?’  to  ‘I  am  bringing  a  diversity  to  this  newsroom 
as  a  lesbian  who  was  bom  in  Fort  Wayne,  Indiana, 
and  can  tell  the  difference  between  a  Jersey  and 
a  Holstein  [cows]  and  that’s  part  of  my  diversity, 
too.’” 

Murrell  added  that  the  program  “is  designed  to  be 
very  respectful  of  religious  diversity  just  as  we’re  try¬ 
ing  to  create  a  respectful  atmosphere  for  sexual  ori¬ 
entation  in  the  newsroom.” 

As  for  its  tangible  benefits,  Murrell  said,“I  think  it’s 
led  to  more  than  feeling  good. 

“It’s  certainly  led  to  a  lot  of  people  coming  out  [as 
gay  or  lesbian],” she  added, “and  it’s  created  allies  for 
the  things  we  want.” 

On  the  top  of  the  list  of  the  things  lesbian  and  gay 
journalists  want  from  their  newspapers  these  days  is 
the  extension  of  health  and  other  employment  ben¬ 
efits  to  same-sex  partners  and  other  unmarried  cou¬ 
ples. 

“I  do  think  domestic  partnership  [benefits]  for 
gays  —  and  everyone  else  —  is  a  critical  issue  in  the 
’90s,”  said  Debbie  Howlett,  Chicago  bureau  chief  for 
USA  Today. 

Getting  those  benefits,  however,  is  proving  harder 
than  achieving  equality  with  heterosexuals  in  the 
newsroom. 

Even  Knight-Ridder  is  hesitating  —  despite  clear 
support  from  managers  in  its  flagship  paper. 

Asked  if  he  favored  extending  benefits  to  domes¬ 
tic  partners,  Miami  Herald  publisher  David 
Lawrence  Jr.  had  a  quick  and  short  answer  at  the 


NLGJA  convention: “Yes  —  as  a  matter  of  fairness” 

Herald  human  resources  manager  Barbara  Fer¬ 
ranti  said  the  chain’s  director  of  benefits  “has  said 
we  know  eventually  we  will  offer  this.  Everybody 
I’ve  talked  to  in  [the  Knight-Ridder  corporate]  ben¬ 
efits  [department]  has  said  we  will  do  this  eventu¬ 
ally.” 

The  hang-up:  “To  some  degree,  Knight-Ridder 
would  like  to  see  some  consensus,  but  there  isn’t 
any.  Knight-Ridder  would  like  to  do  it,  but  they  are 
worried  about  the  cost,”  Ferranti  said. 

“Some  newspapers 
said  to  me,  ‘This  is 
a  hot-button  issue! 
And  my  reaction 
is,  if  it’s  a 
hot-button  issue  — 
you  probably  need 
this  training” 
Olmstead  said 

has  stalled  its  progress  toward  extending  benefits, 

NLGJA  President  Leroy  Aarons  said. 

“We  had  a  verbal  promise  from  the  publisher  of 
the  Los  Angeles  Times”  Aaron  said.  “He  gave  us  a 
deadline  and  a  time.  It  was  going  to  happen.” 

It  hasn’t,  Aaron  added. 

Times  publisher  and  chief  executive  officer 
Richard  T.  Schlosberg  ni  “wanted  to  make  it  very, 
very  clear  that  he  still  supports”  extending  benefits, 
said  the  paper’s  director  of  communications,  Laura 
L.  Morgan. 

“He  regrets  that  it’s  taking  so  long,”  Morgan 
added.  “This  isn’t  only  a  Los  Angeles  Times  decision, 
it’s  a  Times  Mirror  [Co.]  decision.  He  is  very,  very 
supportive,  still.” 

(See  Outreach  on  page  52) 


One  chain.  Capital  Cities/ 
ABC,  has  had  domestic  part¬ 
nership  benefits  at  its  news¬ 
papers  since  October  1994. 

But  things  remain  up  in  the 
air  at  other  big  chains  and 
papers,  as  well,  gay  and  les¬ 
bian  journalists  reported. 

USA  Today's  Howlett,  for 
instance,  said  Gannett  has  told 
its  employees  that  domestic 
partnership  benefits  are  “on 
hold”  pending  the  outcome  of 
health  care  legislation. 

And  the  Los  Angeles  Times 
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VIEWPOINT 


WJjat  newspapers 
must  do  to 
remain  profitable 


can  foresee. 

♦  Readership  will  be  the  key  to  rev¬ 
enue,  although  tlie  traditional  mix 
between  advertising  and  circulation  rev¬ 
enue  likely  will  change.  (Subscribers 
will  have  to  provide  more  than  the  20% 
to  25%  of  revenue  newspapers  tradition¬ 
ally  have  relied  on.) 

♦  Newspaper  companies  must  devel¬ 
op  new  sources  of  revenue.  (For  exam¬ 
ple,  at  the  Rock  Hill,  S.C.,  Herald,  the 
expectation  is  to  generate  5%  of  total 
revenue  from  nontraditional  sources, 
including  a  Baby  Book,  audiotex  spon¬ 
sorship  and  a  telephone  directory.  The 
News  &  Observer  in  Raleigh,  N.C.,  has 
spun  off  a  publishing  arm,  which  start¬ 
ed  with  simple  reprints  of  its  own  mate¬ 
rials  and  now  is  into  developing  original 
works.) 

♦  Our  concept  of  our  market  has  to 
expand  beyond  our  current  subscriber 
base  to  include  customers  who  don’t 
even  live  in  our  circulation  area  and 
people  who  won’t  read  our  printed 
product,  no  matter  how  good  it  is.  (If 
we  limit  our  thinking  to  adults  18  and 
older,  for  example,  we  will  be  doomed.  1 
am  told  that  the  real  online  experts  can 
be  found  in  middle  school  these  days. 
Let  them  tell  us  how  they  want  their 
information.) 

♦  Every  newspaper  wUl  have  to  take 
care  to  avoid  the  Fort  Apache  syn¬ 
drome.  Rather  than  hunker  down  and 
wait  until  the  bad  guys  run  out  of  bul¬ 
lets,  we  must  take  the  fight  to  our  com¬ 
petitors.  Getting  your 
employees  adjusted  to  the 
notion  that  change  will  be 
the  only  constant  in  their 
woric  environment  may 
be  more  of  a  challenge 
than  the  technology  itself. 

^  Every  newspaper 
must  strengthen  its  local 
news  product.  While  we 
can’t  keep  our  customers 
from  cruising  cyberspace 
for  information,  we  must 
never  forget  that  as  with 
HBtX —  politics,  ail  news  is  local. 


Quarles  is  publisher  of  the  Modesto 
(Calif.)  Bee.  This  is  the  third  in  a  series 
of  articles  coordinated  with  the 
American  Press  Institute,  which  is  cele¬ 
brating  its  50th  anniversary  this  year. 


The  dichotomy  betw'een 

profitability  and  the  quality 
of  a  newspaper’s  content  is 
illusory.  Without  profits, 
new^spapers  cease  to  exist. 

It  has  always  been  so. 

How  much  profit  a  newspaper  com¬ 
pany  demands  Is  a  legitimate  subject 
for  debate,  of  course.  Although  1  have 
my  own  thoughts  about  the  quality 
newspaper  readers  ought  to  expect,  let 
me  just  say  here  that  the  type  of  own¬ 
ership  of  a  newspaper  company  is  not 
necessarily  the  determining  factor 
when  it  comes  to  excellence. 

There  are  a  lot  of  inferior  newspa¬ 
pers  being  published  under  a  fjunily 
banner.  For  every  locally  owned  news¬ 
paper  whose  quality  was  watered 
down  by  corporate  bean  counters, 
there  is  another  where  a  newspaper 
chain  has  kicked  up  the  quality  a  notch 
or  two. 

The  more  meaningful  debate  that 
ought  to  be  taking  place  these  days  in 
every  newspaper  management  meeting 
is  not  the  classic  rivalry  between  the 
newsroom  and  the  revenue  side.  (That 
debate  has  been  overblown  anyway.  At 
every  newspaper  1  have  been  associat¬ 
ed  with,  the  editors  not  only  didn’t  con¬ 
sider  the  word  “profit”  obscene,  but 
they  also  were  savvy  about  marketing 
and  the  need  to  expand  the  circulation 
and  advertising  base.) 


Rather,  the  discussion  that  needs  to 
be  taking  place  at  every  newspaper  is 
how  are  we  going  to  remain  competi¬ 
tive  in  a  new  media  environment, 
which  is  changing  daily  and  where 
none  of  the  traditional  assumptions 
about  our  industry  is  going  unchal¬ 
lenged? 

How,  for  example,  are  we  going  to 
maintain  our  dominant  role  as  informa¬ 
tion  gatekeeper  and  public  watchdog 
when  many  readers  no  longer  are 
dependent  on  the  printed  page,  or  con¬ 
strained  by  state  and  national  bound¬ 
aries? 

The  threat  to  our  advertising  base 
alone  ought  to  unite  editors  and  ad 
directors  in  a  common  cause.  For  exam¬ 
ple,  if  a  newspaper  were  to  lose  its  real 
estate  or  automobile  classified  advertis¬ 
ing  to  online  services,  where  is  the 
money  to  come  from  to  keep  paying 
the  salaries  of  reporters  and  copy  edi¬ 
tors?  Any  editor  who  doesn’t  under¬ 
stand  that  is  not  living  in  the  real 
world. 

Also,  what  will  we  do  about  the 
unwillingness  of  young  people  to  buy 
and  read  our  newspapers?  Failure  to 
capture  this  audience  may  be  the  surest 
way  to  extinction  as  an 
industry.  - 

1  don’t  have  answers  to 
these  questions,  but,  like 
most  publishers,  I  have 
taken  a  long,  hard  look  at 
the  challenges  facing  our 
business,  and  I  have  set- 
tied  on  some  basic  truths, 
such  as: 

^  The  maiket  for  infor- 
mation  is  not  going  to  dis- 
appear,  although  it  will 
fracture  and  come  togeth- 
er  in  ways  that  none  of  us - 


Online  discussion  or  comments 
about  Orage  Quarles  ideas  for  bolstering 
newspaper  profits  can  be  found  on 
Editor  &  Publisher  Interactive  at 

http://www.medialnfo.com 
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Jonathan  E)aniels,  who  following  his 
retirement  from  the  daily  newspaper 
business  started  a  highly  successful 
newspaper  on  Hilton  Head  Island,  S.C., 
used  to  say  that  a  broken  leg  in  your 
hometown  is  worth  a  broken  neck  any¬ 
where  else.  Nobody  knows  a  newspa¬ 
per’s  market  better  than  its  own 
employees;  capitalizing  on  that  knowl¬ 
edge  is  our  only  unassailable  franchise. 

♦  The  key  to  adjusting  to  changes  in 
technology  is  hiring  good  people  and 
giving  them  the  mandate  to  redefine 
the  way  we  do  business. 

These  are  just  a  few  of  the  critical 
issues  we  must  address.  We  also  must 
continue  to  provide  the  hard-hitting 
news  coverage  our  readers  expect,  and 
we  must  do  the  in-depth,  thought-pro¬ 
voking  features  that  set  us  apart  from 
our  competitors. 

However,  planning  and  communica¬ 
tion  become  even  more  vital.  Our  share¬ 
holders  expect  value  from  their  invest¬ 
ment.  Our  readers  demand  it.The  bal¬ 
ancing  act  is  not  easy.  When  done  cor¬ 
rectly,  we  all  wm. 


Hispanic  youths 
target  of  video 

The  AMERICAN  SOCIETY  of 

Newspaper  Editors,  in  conjunction 
with  the  National  Association  of 
Hispanic  Journalists,  has  released  a  new 
15-minute  videotape  called  “Hispanics 
on  Deadline,”  aimed  at  encouraging 
Hispanic  high  school  and  college  stu¬ 
dents  to  pursue  journalism  careers. 

The  video  looks  at  the  careers  of 
nine  Hispanic  journalists,  who  tell  in 
their  own  words  how  they  got  started 
in  journalism  and  what  rewards  their 
careers  have  brought. 

Vanocur 

video 

Newsman  sander vanocur  has 

finished  work  on  a  five-part  video 
series  about  media  coverage  of 
Congress  during  the  past  50  years. 

Called  “The  Postwar  Congress  &  the 
Media,”  the  video  series,  co-sponsored 
by  Congressional  Quarterly,  is  part  of 
the  Freedom  Forum’s  18-month  study 
on  Congress  and  the  media  that 
includes  a  written  report  released  earli¬ 
er  this  year. 


tN  BRIEF 


Spike  to  critic: 

Get  off  the  bus 

A  MOVIE  CRITIC  at  a  New  York  City 
weekly  newspaper  was  banned 
from  a  press  screening  of  director  Spike 
Lee’s  new  film  because  of  past  criticism 
of  Lee’s  work. 

Armond  White,  arts  editor  for  the 
Brooklyn-based  City  Sun,  was  informed 
by  Columbia  Pictures  PR.  that  he  wasn’t 
welcome  at  the  press  screening  of  Get 
On  The  Bus  —  and  if  he  showed  up,  he 
would  be  escorted  from  the  event. 

White,  who  has  penned  critical 
reviews  of  some  of  Lee’s  movies  in  the 
past  few  years,  said  Lee’s  behavior 
boiled  down  to  one  thing;  “Small  mind, 
big  ego.” 

“I  guess  because  the  Sun  is  a  black- 
owned  newspaper  he  thinks  we  should 
support  everything  he  does,”White  said. 
“But  I  believe  that  a  critic  is  always 
independent  and  has  to  be  honest.  I 
have  to  call  them  as  I  see  them.” 

This  isn’t  the  first  time  the  two  have 
clashed.  In  October  1995,  Lee  took 
White  to  task  on  a  New  York  City  radio 
call-in  show  hosted  by  former  New  York 
City  Mayor  David  Dinkins. 

Unhappy  with  White’s  review  of  his 
film  dockers,  Lee  spent  several  minutes 
criticizing  White’s  performance  as  an 
African-American  film  reviewer. 

“He  said  that  I  was  a  bad  journalist 
and  not  supportive  of  black  people,” 
White  recalled.  When  White  called  the 
show  to  defend  himself,  he  said, 

“Dinkins  cut  me  off.” 

As  for  Get  On  The  Bizs,  White  said  his 
exile  from  the  screening  doesn’t  matter. 

“It’s  unnecessary  because  I  can,  of 
course,  pay  $7.50  to  see  it,  and  I  can,  of 
course,  still  be  fair  to  it.” 

—  Dorothy  Giobbe 

Savannah  p.m, 
daily  to  close 

The  savannah  (GA.)  Evening  Press 
will  publish  its  last  edition  on  Oct. 
31.  The  move  was  attributed  to  declin¬ 
ing  circulation  at  the  12,466  afternoon 
daily.  Ibe  morning  newspaper,  the 
55,039-circulation  Savannah  Morning 
News,  will  be  expanded,  and  will  pub¬ 
lish  seven  days  a  week. 

“The  decision  to  cease  publication 
ends  a  long,  proud  tradition  that  began 
in  1891  and  did  not  come  easily,”  .said 


publisher  Frank  Anderson.  “However,  we 
firmly  believe  this  is  a  positive  step  that 
will  help  us  to  focus  all  of  our  resources 
on  publishing  an  expanded  and 
improved  Savannah  Morning  News, 
which  increasingly  has  been  the  news¬ 
paper  of  choice  for  most  of  our  read¬ 
ers.” 

Popular  afternoon  reader  features, 
including  horoscopes  and  comic  strips, 
will  appcrar  in  the  Morning  News. 

The  morning  newspaper  also  will 
expand  its  local,  state,  national,  sports 
and  technology  coverage.  Also,  the 
Morning  News  will  nearly  double  the 
amount  of  current  space  allotted  to  edi¬ 
torials,  letters  to  the  editor,  and  com¬ 
mentary. 

The  subscription  price  of  the 
Morning  News  will  remain  the  same, 
though  rack  copies  will  increase  to  504 
on  Nov.  1. 

Subscribers  who  received  both  morn¬ 
ing  and  afternoon  newspapers  will  have 
their  morning  subscription  extended  for 
the  balance  of  their  afternoon  subscrip¬ 
tion. 

Anderson  said  there  will  be  a  reduc¬ 
tion  in  work  force,  but  initially  it  will  be 
handled  though  retirement  and  attri¬ 
tion.  Both  newspapers  are  owned  by 
Morris  Communication  Corp. 

La  Opinion 
celebrates 
70  years 

Los  ANGELES’  LA  Opinion  celebrat¬ 
ed  its  70th  anniversary  last  month. 
With  a  daily  circulation  of  103,000, 

La  Opinion  is  a  leading  source  of  news 
for  Southern  California’s  Latino  commu¬ 
nity.  The  newspaper  was  founded  in  Los 
Angeles  on  Sept.  16, 1926  —  a  date 
coinciding  with  Mexico’s  Independence 
Day.  It  began  as  a  four-page  newspaper 
with  a  circulation  of  about  9,000. 

Boston  Globe 
wins  award 

The  boston  globe  has  been 

awarded  the  Massachusetts 
Department  of  Public  Health’s  Public 
Service  Award  for  its  Boston  Globe 
Child  Safety  Campaign,  conducted  in 
cooperation  with  the  Mass.  Chapter  of 
the  American  Academy  of  Pediatrics  and 
the  Greater  Boston  Safe  Kids  Coalition. 


October  12, 1996  ■  Editor  &  Pubusher  13 


Big  Niches  For 
Small  Papers 


AT&T,  among  others. 

Along  the  way,  Oliver  has  become  an 
evangelist  for  the  Web.  We  talked  with 
him  recendy  about  niche  services  and 
other  new  media  opportunities  for 
small-circulation  papers. 

What  made  you  decide  to  put  the  Afro 
on  the  Web? 

Trying  to  figure  out  how  we  can  dis¬ 
seminate  our  news  without  the 
expense  of  print.  About  four  years  ago, 

I  attended  an  Internet  seminar  at 
Comdex  [the  national  computer  trade 
show].  It  was  clear  that  the  Internet 
was  no  longer  just  a  place  to  play 
games.  It  was  a  place  where  we  at  the 
Afro  could  expand  the  distribution  of 
news  and  share  various  parts  of  our 
extensive  Afro  archives.  The  more  we 
learned,  the  more  we  began  to  see  the 
possibilities. 

Who  uses  your  site  and  what's  been 
the  response  to  it? 

We  never  got  hate  mail,  although  we 
expected  it.  We  assumed  we’d  get  300 
to  400  callers  and  we  could  tell  from 
[early]  e-mail  and  log-on  counts  that 
people  liked  it.  By  the  summer  of  ’95, 
we  guessed  that  80%  of  our  audience 
was  white.  However,  when  we  put  up 
the  bulletin  board  and  asked  specific 
questions,  we  realized  a  definable  seg¬ 
ment  was  African  American.  We  were 
creating  an  intense  following  in  the 
black  community. 

How  have  advertising  revenues 
evolved  and  what  other  revenue  sources 
are  you  exploring? 

We  have  ad  sponsors  and  we  create 
content  for  others.  We  have  also  learned 
there’s  a  million  miles  difference 
between  selling  on  the  Internet  and 
print.  We  assumed  we  could  transplant 
ads  easily.  However,  given  the  interactiv¬ 
ity  and  trackability  of  the  Web,  it’s  more 
like  coupons  than  print  ads.  We’re  sell¬ 
ing  classifieds  now,  but  I  believe  they 
will  disappear  in  print  over  time.  I’d  like 
to  see  us  break  even  in  a  year. 

However,  you  need  to  weigh  your 
choices.  I  am  not  interested  in  doing 
home  pages  for  everyone  because  I  can 


^I^AKE  OLIVER  HAS  some  impres-  j 

I  sive  assets;  an  undergraduate  ; 

I  degree  from  Fisk  and  a  J.D.  from  I 
■  Columbia;  the  presidency  of  the  j 

W  Maryland/D.C./Delaware  Press  j  "aSf 

Association;  top  slots  —  chairman,  j  a  ; 

CEO  and  publisher  of  the  Afro-  W 

American  Co.  of  Baltimore  City,  which  | 

owns  9,000- and  11,000-circulation  V  Bp  . 

weeklies  in  Washington  and  Baltimore, 
respectively.  | 

Although  he  heads  a  family  business  ;  Kathleen  Criner 
rooted  in  tradition  —  the  Afro  has  been 
operating  continuously  for  more  than  a 
centuT)'  —  Oliver  is  convinced  that 
new  media  are  central  to  his  company’s 
future. 


But  he’s  also  a  pragmatist,  who,  a  few 
years  ago,  exchanged  his  pinstripes  for 
a  sweat  suit  and  sneakers  when  he 
began  laying  out  the  Afro’s  front  pages 
to  see  how  automation  could  save  the 
paper  some  money. 

He  recently  closed  the  Afro’s 
Richmond,  Va.,  paper;  acknowledges 
impending  competition  from  Our 
World  News,  a  start-up  targeting  a 
national  audience  of  affluent  Black 
readers;  and  concedes  he’d  have  never 
opened  the  Afro’s  Web  site  without  its 
archives. 

And  those  archives  may  be  among 
Oliver’s  most  valuable  assets.They 
include  letters  from  Booker  T. 
Washington  and  Langston  Hughes;  tele¬ 
graph  dispatches  from  the  Scottsboro 
boys’  trial  —  what  Oliver  calls  the  O.J. 
case  of  the  ’30s;  material  on  Jackie 
Robinson,  Duke  Ellington,  the  Black 
Panthers;  in  short,  a  collection  that 
could  bring  curators  to  the  Afro’s  door. 

The  archives  have  also  helped  bring 
12,000  to  14,000  hits  a  day  to  the  Afro’s 
Web  site  (http://www.afroam.org.). 
Launched  in  August  of  1S>94  with  a 
black  history  anthology  of  World  War  II 
articles,  the  site  has  won  a  hit-building 
review  from  Interactive  Age,  an  award 
from  the  Newspaper  Association  of 
America,  and  sponsorship  dollars  from 


The  Knight  Interna¬ 
tional  Press  Fellow¬ 
ship  Program  is  open  for 
applications  from  U.S.  news 
media  professionals  to  as¬ 
sist  the  developing  inde¬ 
pendent  press  worldwide, 
individuals  with  expertise 
in  a  broad  range  of  press 
disciplines  are  encouraged  to 
apply. 

Fellowships  last  up  to  nine 
months  and  include  trans¬ 
portation,  living  expenses 
and  a  modest  honorarium. 

The  fellowships  are  spon¬ 
sored  by  the  John  S.  and 
James  L.  Knight  Founda¬ 
tion  and  administered  by 
the  International  Center  for 
Journalists. 


Areas  of  Need 

•  Reporting 

•  WrRiig 

•  Ec^ 

«  Putiration 
Design 

•  Prepress 
Produetbn 

•  Qrcd^ 

•  Akwtising 

•  Marketingsid 
Pmnotion 

•  Management 

•  Pressroom 
Coercions 


Production 


Next  Application  Deadline. 
January  15, 1997 


Criner  (phone:  703-442-0405,  e-mail: 
cmrwlsn@aol.com)  and  Wilson 
(phone:  609-737-7094,  e-mail: cmru'lsn 
@aol.com)  are  consultants  who  help 
newspapers  with  new  media. 
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only  do  so  much  with  limited  resources. 

It  would  slow  momentum  on  other 
major  projects  and  that,  in  the  long  run, 
would  put  me  at  a  competitive  disad¬ 
vantage.  You  have  to  take  each  step 
carefully. 

The  Afro  obviously  has  some  unique 
content  which  appeals  to  a  national 
audience.  Do  you  think  newspapers 
which  have  more  traditional  local  con¬ 
tent  can  compete  against  services 
directed  at  national  communities  of 
interests? 

I  think  the  maricet  for  national  news 
is  already  taken  by  big  players.  For  us, 
the  role  is  switched;  when  we  speak,  we 
speak  to  all  Afro  and  black  Americans. 

We  have  a  potentially  far  greater  role. 

Our  objective  is  to  become  the  trade 
name  for  African-American  news.  If  peo¬ 
ple  —  whoever  they  are  —  want  to 
understand  news  from  an  Afro-American 
perspective,  they  will  come  to  the 
AFROAmeric®.  I  want  it  to  be  the 
household  name  for  people  of  color  — 
a  national  microphone  for  black  people. 

I  don’t  want  to  be  known  as  a  newspa¬ 
per  —  I  want  to  become  known  as  an 
information  company.  We  will  use  the 
Internet  as  an  important  tool  to  achieve 
that  goal.  We  are  coming  out  with  a 
national  electronic  edition.  It  will  cover 
regional  news. 

People  from  the  Congressional  Black 
Caucus  and  the  Hill  will  share  their 
thoughts  and  experiences.  We  will  elimi¬ 
nate  news  from  the  D.C.  and  Baltimore 
papers  [on  the  site].  However,  we’ll  add 
an  entertainment  segment  that  has 
regional  and  local  components,  and 
woric  with  other  black  papers  to  pro¬ 
vide  news  from  other  regions  while  still 
maintaining  a  national  focus. 

Content  aimed  at  children  is  a  major 
feature  of  your  service.  Why? 

Last  October,  I  went  to  MIT’s  Media 
Lab  Consortium,  where  executives  are 
invited  to  take  a  peek  at  new  lab  experi- 
ments.The  segments  that  attracted  my 
attention  were  the  ones  devoted  to  kids 
and  newspapers.  I  realized  we  were 
missing  an  important  part  of  our  mar¬ 
ket.  I  thought,  this  is  where  the  electrici¬ 
ty  will  come  from  —  the  excitement 
will  come  from  addressing  kids. 

MIT  was  finding  ways  to  teach  so 
that  learning  won’t  be  a  drudgery,  as  it 
was  for  us.  Interactivity  and  high  graph¬ 
ics  change  the  game.  We’re  looking  to 
build  curriculum  for  math  and  chem¬ 
istry,  to  create  more  imaginative  envi¬ 
ronments. 


Our  Kid’s  Zone  is  a  small  first  step. 

We  also  set  up  an  Internet  room  in  the 
paper  that  kids  visit.  In  15  to  20  sec¬ 
onds,  the  kids  are  bored  if  you  don’t 
have  something  they  regard  as  interest¬ 
ing  or  entertaining.  When  we  intro¬ 
duced  the  Lolo  Legends  game  [about  a 
lost  ladybug  caught  in  a  maze],  we  saw 
an  amazing  difference.  Once  we  had  to 
turn  the  computers  off  and  pry  the 
kids’  fingers  from  the  keyboards.  If  the 
content  doesn’t  have  the  glue  effect,  it’s 
not  going  to  be  effective. 

You've  mentioned  an  Internet  depart¬ 
ment  and  an  Internet  room.  How  big  is 
that  department  and  how  is  it  positioned 
in  the  organization? 

The  Internet  department  reports  to 
me.  It  has  a  full-time  manager  and  a  full- 
time  artist,  as  well  as  some  part-time  stu¬ 
dents  and  freelancers  who  work  on  a 
project  basis. 

For  example,  we  are  doing  a  piece  on 
Duke  Ellington  for  the  site’s  black  histo¬ 
ry  section.  We  hired  a  researcher  to  go 
through  the  volumes  of  archive 
material,  and  we  are  using  some  outside 
material,  as  well.The  researcher  will 
work  with  the  writer  and  artist  for  a 
month  to  pull  it  all  together. 

But  we  need  the  full-time  staff  just  to 
put  the  content  of  the  paper  [online], 
so  right  now  our  [online]  editions  are 
not  current.  In  order  to  do  a  special  pro¬ 
ject  —  say,  like  the  one  we  did  to  pro¬ 
vide  a  black  perspective  on  the 
Olympics  —  we  have  to  make  trade¬ 
offs.  We  have  limited  resources  and 
we’re  always  stretching.  It  took  two 
months  to  plan  the  Olympic  feature  and 
figure  out  how  to  do  it.  Sometimes 
what  we  do  woiks  and  sometimes  it 
doesn’t. 

Most  of  the  audience  today  on  the 
Internet  is  white  and  male.  What  oppor¬ 
tunities  do  you  see  for  the  Net  to  become 
a  medium  to  reach  a  diverse  audience? 

African  Americans  and  people  of 
color  will  jump  on  the  Net  in  ways  that 
wifi  shock  people.The  impediments  for 
many  people  have  been  cost  and  com¬ 
plexity  —  AOL  and  AT&T’s  World  Net 
are  popular  because  they’re  simple.  In 
the  next  two  years,  you  could  see  an 
explosion  in  use  by  the  African- American 
community  once  costs  come  down. 

The  Afro  uses  many  advanced  tools. 
How  do  you  decide  when  to  deploy  cut¬ 
ting  edge  technology  that  many  of  your 
users  may  not  be  able  to  use,  and  when 
do  you  do  so  in  order  to  meet  advertiser 
or  early  adopter  demands? 


We  have  a  lot  of  discussions  about 
what  to  use.  I  use  leading  edge  stuff  in 
parts  of  the  site  because  I  generate 
activity  in  other  parts  of  the  site  with 
good  content. 

Using  new  tools  doesn’t  pose  a  threat 
to  the  overall  home  page.  For  example, 

I  chose  Shockwave  after  talking  to 
industry  leaders.  I  learned  Microsoft 
expects  it  to  be  part  of  browser  tech¬ 
nology  in  six  months  and  that  people 
won’t  have  to  download  a  special  plug 
in  to  use  it.  By  then,  I  wili  have  a  critical 
mass  of  gems  and  educational  tools  to 
captivate  users.  I  depend  on  what's  [at 
the  site]  to  draw  people,  and  at  the 
same  time,  I  want  to  be  a  half  inch  over 
the  edge. 

What  companies  should  newspapers 
watch? 

People  should  watch  Microsoft,  it’s 
vision  is  awesome.  MSNBC  knocked  me 
out.  People  shouldn’t  ignore  [its] 
Personal  Home  Page.  It’s  very  impres¬ 
sive  when  you  can  retrieve  local  TV  and 
movie  listings  tailored  to  your  ZIP  code. 

(See  Leading  Edge  on  page  52) 


You'd  boner  believe  it! 


Examine  yourweather  page  closely. 

If  it's  not  from  AceuWeather,  there  are 
probably  problems  with  accuracy, 
credibility  and  consistency.  Why  not 
make  ypur  weather  page  the  best? 

Call  800-566-6606  for  details. 

ACCU 

The  World  s  Weather  Leader 
Internet;  http  '  www.acCuweather.cofn 
0 1996  AceuWeather.  Inc 

America  West  Booth  ‘85-86 
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NEWSPEOPLE  IN  THE  NEWS 


COMPUAJ)  BY  IAN  E.  ANDERSON 


Plains  —  secrc- 
tary/treasurer. 


tCARENO. 
TRICKLE,  most 
recently  with 
Hamischfcger  Inc., 
has  been  named 
corporate  treasurer 
at  Journal  Commu¬ 
nications  Inc.,  pub¬ 
lisher  of  the 
Miltmukee 
Journal  Sentinel. 


RALPH 
D’ONOFMUO, 

retail  advertising 
sales  manager  at 
the  New  York  Post, 
has  been  promot¬ 
ed  to  classified 

advertising  director. 

JILL  TELESNICK,  technology-elec¬ 
tronic  manager,  was  named  retail  sales 
manager. 


WALTER  ANDERSON 


TONI  RICHARDSON 


DICK  COLVIN,  general  manager  of 
the  Magic  Ads,  was  appointed  maiketing 
director  at  the  Pennysaver,  Magic  Ads 
and  American  Country  Magazine. 


DENNIS  CARLETIA,  vice  president  of 
circulation  sales  at  the  New  York  Daily 
News,  has  been  appointed  circulation 
director  at  the  Newark  Star-Ledger. 


SANDRA  JC  JOHNSON,  40,Washing- 
ton,  D.C.,  assistant  bureau  chief  for  news 
at  the  Associated  Press,  has  been  appoint¬ 
ed  deputy  bureau  chief  in  Washington. 


LARRY  RANDA,  publisher  of  life 
Printing  &  Publisliing,  Oak  Brook,  Ill.,  was 
elected  president  of  the  Suburban 
Newspapers  of  America  at  its  atmual  con¬ 
vention  in  San  Francisco. 

Other  officers  elected  include  JElf 
TOMS,  Suburban  News  Publications/CM 
Newspapers,  Columbus,  Ohio  —  first 
vice  president;  TOM  BRADLEE, 
Chesapeake  Publishing,  Elkton,  Md.  — 
second  vice  president;  GAY  NUITALL, 
Washington  &  Suburban  Press,  Reston,  Va. 
—  secretary;  and  TOM  NOONAN,  Press 
Community  Newspapers,  Cincinnati  — 
treasurer. 


CHRIS  BRITT,  editorial  cartoonist  at 
the  Tacoma,  Wash.,  News  Tribune,  has 
been  named  editorial  cartoonist  at  the 
Seattle  Times. 


TONI  RICHARDSON,  display  advertis¬ 
ing  manager  at  the  Dayton  (Ohio)  Daily 
News,  has  been  appointed  advertising 
director  at  the  Palm  Beach  (Fla.)  Daily 
News.  Richardson  began  her  career  as  a 
sales  representative  at  Gannett  Rochester 
Newspapers  in  Rochester,  N.Y.  Other 
positions  she  has  held  include  retail  tele¬ 
marketing  manager  and  assistant  classi¬ 
fied  manager  at  the  Pensacola  (Fla.) 
News  Journal,  and  sales  and  training 
JAMES  G.  MARSHALL,  publisher  and  j  manager  at  the  Fort  Myers,  Fla.,  News- 
vice  president  at  the  Glens  Falls  Post-Star,  i  Press. 
was  elected  chairman  of  the  New  York  1 

Newspaper  Publishers  Association  at  its  j  ARNOLD  H.  (ARNIE)  GARSON,  edi- 

annualconventionAug.  26  in  Saratoga  i  tor  at  the  San  Bernardino,  Calif., 5Mn,  has 

Springs.  j  been  appointed  president  and  publisher 

Other  officers  elected  include  HM  ilf.  i  of  the  Sioux  Falls,  S.D.,^/gMS-Ieaifer.  He 

FVSFELD,  publisher  of  the  Kingston  I  succeeds  MARY  J.  DEVKH,  who 

Daity  Freeman  —  vice  chairman;  and  |  remains  as  finance  director.  Eariier, 

GARY  F.  SHERLDCK,  publisher  of  j  Garson  served  as  managing  editor  at  the 

Gannett  Suburban  Newspapers,  White  |  Des  Moines  Register. 


MIKKI  BARRETT,  a  district  manager 
for  Capital  Cities/ABC  Inc.’s  Pennysaver, 
Vista,  Calif.,  has  been  appointed  general 
manager  for  north  San  Diego. 

UM  SHERMAN,  a  district  manager, 
was  named  general  manager  for  Greater 
San  Diego. 

MICHELLE  DERHEIM,  regional 
sales  manager  for  Pennysaver  in 
Saciamento,  Calif.,  was  promoted  to  gen¬ 
eral  manager  of  Magic  Ads  and 
American  Country,  owned  by  Capital 
Cities/ABC  Inc. 

KATHY  VITALE,  office  manager  at 
Sutton  Industries,  parent  company  of  the 
Bargain  Bulletin,  was  named  general 
manager  of  the  Bargain  Bulletin. 

The  Bulletin  was  part  of  the  recent 
mei;ger  of  the  Walt  Disney  Co.  and 
Capital  Cities/ABC  Inc. 


JOAN  HUNT,  a  writer  and  editor  at 
Cobbleston  Publishing  Inc.,  has  been 
named  editor  at  the  Hollis  (N.H.)  Times. 

She  also  served  as  the  Londonderry, 
N.H.,  correspondent  at  the  Derry  (N.H.) 
News. 


DIRKS,  VAN  ESSEN  &  ASSOCIATES 


V/e  specialize  in  assisting 
owners  in  exploring  and 
negotiating  the  sale  of  their 
daily  newspapers  or  non- 
daily  newspaper  groups. 


ROBERT  IK  SNYDER,  managing  editor 
of  the  Media  Studies  Journal,  has  been 
appointed  director  at  the  Media  Studies 
Center,  an  operating  program  for  the 
Freedom  Fonun. 


Lee  Dirks  Owen  Van  Essen 

119  E.  Marcy  St.,  Suite  100,  Santa  Fe,  New  Mexico  87501 
Phone  (505)  820-2700  •  Fax  (505)  820-2900 


WALTER  ANDERSON,  editor  at 
Parade  magazine  and  senior  vice  presi¬ 
dent  of  Parade  Publications,  has  been 
appointed  executive  vice  president. 
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OBITUARIES 


DR.  TEMUtY  M.  CLARK,  77,  former 
director  of  the  Oklahoma  State 
University  School  of  Journalism  and 
Broadcasting,  died  Aug.  13  from  injuries 
in  a  car  wreck  at  Stillwater,  Okla.,  in 
April  that  left  him  paralyzed. 

ELIZABETH  A.  CONWAY,  72,  a  long¬ 
time  feature  reporter  at  the  Flint  (Mich.) 
Journal,  died  July  22  in  Flint. 

GERTRUDE  CRAIN,  85,  retired  chair¬ 
woman  of  Crain  Communications,  died 
July  20  on  Cape  Cod,  Mass. 

Her  husband,  G.D.  Crain  Jr.,  founded 
the  Chicago-based  publisher  of  trade, 
business  and  consumer  papers  in  1916. 
She  took  over  after  his  death  in  1973 
and  had  just  retired  from  the  company 
May  20. 

JOY  H.  DARROW,  62,  a  former  manag¬ 
ing  editor  at  the  Chicago  Defender  and 
reporter  at  the  Chicago  Tribune,  died 
July  26. 

TERRY  R.  GOODMAN,  40,  associate 
managing  editor  at  the  Lorain,  Ohio, 
Morning  Journal,  died  of  cancer  Aug.  26 
in  Lorain. 

ALBERT  C.  HAINKE,  83,  a  retired 
artist  at  the  Chicago  Daily  News, 
Chicago  Sun  and  Chicago  Sun-Times, 
died  Aug.  24  in  Lake  Geneva,  Wis. 

WILLIAM  HAMILTON  JR.,  75,  retired 
editorial  page  editor  at  the  Stillwater, 
Okla.,  News  Press,  died  June  1 5  in  a  traf¬ 
fic  accident. 

HENRY  HARTZENBVSCH,  73,  a  27- 

year  veteran  of  the  Associated  Press, 
directing  bureaus  in  Manila  and 
Honolulu  and  regional  divisions  from 
Tokyo,  Bonn  and  Hong  Kong,  died  Aug. 
17  in  Arlington,  Va. 

JOSEPH  F.  HLADKY JR.,  85,  chair¬ 
man  of  the  Gazette  Co.,  Cedar  Rapids, 
Iowa,  died  July  23  in  Cedar  Rapids. 

He  was  former  head  of  the  Iowa 
Newspaper  Association  and  Inland  Daily 
Press  Association. 

DONALD  JOIiJACK,  51,  a  former 
reporter  at  the  Chicago  Sun-Times  and 
freelance  writer  at  the  Chicago  Tribune, 
died  of  a  heart  attack  Aug.  2  while  work¬ 
ing  in  northwest  Illinois. 


VIRGINIA  SMITH  KEATHLEY,m,3. 

retired  living  editor  at  the  Tennessean 
in  Nashville,  died  Aug.  20  from  complica¬ 
tions  of  a  stroke. 

CHARLES  PATRICK  KING,  73, 

retired  newspaper  publisher  with  the 
Hagadone  Corp.,  Coeur  d’Alene,  Idaho, 
died  July  26  in  Coeur  d’Alene. 

He  spent  time  as  publisher  at  the 
Coeur  d’Alene  Press,  Beloit  (Wash.) 

Daily  News  and  Daily  Inter  Lake, 
Kalispell,  Mont. 

LEE  A.  LESCAZE,  57,  a  former  foreign 
editor  at  the  Washington  Post  and  WaU 
Street  Journal,  died  of  cancer  July  27  in 
New  York. 

FRANK  MARCUS,  68,  a  playwright 
best  known  as  the  author  of  “The 
Killing  of  Sister  George,”  died  of  a  pul¬ 
monary  embolism  Aug.  5. 

He  was  a  theater  critic  for  the 
Suruiay  Telegraph  in  London  for  10 
years  and  contributed  reviews  and 
essays  to  other  publications  in  the 
United  States  and  Britain. 

JOHN  A.  MCDERMOTT,  70,  founder  of 
Chicago  Reader,  a  newsletter  on  Chicago 
race  relations,  died  of  leukemia  Aug.  18. 

SCOTT  MINERBROOK,  44,  a  former 
reporter  for  the  Newark  Star-Ledger 
who  wrote  for  U.S.  News  &  World 
Report  and  a  number  of  other  publica¬ 
tions,  was  found  dead  Aug.  17  at  his 
Long  Island  home. 

A  family  spokesman  said  Minerbrook 
is  thought  to  have  been  dead  for  several 
days.  However,  the  exact  cause  of  death 
has  yet  to  be  determined  by  Suffolk 
Coimty,  N.Y.,  officials. 

CHRISTOPHER  REDDICK,  30,  an 

award-winning  photographer  at  the 
Norfolk  Virginian-Pilot,  died  of  a  heart 
attack  July  27  in  Portsmouth,  Va. 

ROBERT  REINHOLD,  54,  editorial 
writer  at  the  Los  Angeles  Times  and  for¬ 
mer  longtime  reporter  at  the  New  York 
Times,  died  of  a  brain  tumor  Aug.  28  in 
Los  Angeles. 

ERIC  RIDDER,  78,  former  publisher  at 
the  Journal  q/"  Commerce,  New  York, 
died  of  pneumonia  July  23  in  Locust 
Valley,  N.Y 


LOUIS  A.  SICILIA,  76,  a  former  colum¬ 
nist  and  managing  editor  at  the 
Indepertdent  Record  in  VlTldwood,  N.J., 
died  Aug.  2. 

MARY  TONE,  64,  a  former  reporter  at 
the  Sandusky  (Ohio)  Register,  died  Aug. 
2  after  a  brief  batUe  with  cancer. 

EARL  WATERS,  6l ,  columnist  and 
copy  editor  at  the  Chattanooga  (Tenn.) 
Times,  died  of  cancer  July  23  in 
Chattanooga. 

JOHN  D.  WHEELER,  82,  former  co¬ 
owner  and  editor  of  the  Caldwell,  Ohio, 
Joumal-Leader,^ed}viy  12  in 
Caldwell. 

ALBERT  WYKEL,  78,  a  former  manag¬ 
er  of  the  Chicago  Tribune's  reference 
room,  died  Aug.  4. 

He  also  served  as  chief  librarian  for 
Tribune  Co.-owned  Chicago  Today  and 
Chicago  American. 


IN  BRIEF 


Southam 
to  sell 
CDG 

SOUTHAM  INC. WILL  divest  its 
Construction  Data  Group,  the  com¬ 
pany  announced. 

Southam  has  entered  into  an  agree¬ 
ment  with  management  of  CDG  and  its 
financial  partner,  Boston  Ventures,  a  U.S. 
investment  firm. 

CDG  holds  interests  in  construction 
information  companies. 

Washington  Post 
Co.  gains 
cable  system 

HE  WASHINGTON  POST  Co.  sub¬ 
sidiary  Post-Newsweek  Cable  has 
I  completed  the  acquisition  of  a  cable 
I  system  serving  some  25,000  subscribers 
I  in  Arizona  from  Time  Warner.  A  $10.5 
I  million  rebuilding  and  upgrading  is 
i  expected  to  begin  immediately  and  be 
1  completed  in  April  1999. 
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BY  JODI  B.  COHEN 

In-depth  Look  At 
Canadian  Web  Sites 
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A  FEW  MONTHS  ago,  Editor  & 

Publisher  magazine  published  a 
story  about  Canadian  newspapers 
aggressively  going  online,  but 
hardly  noticed  here  in  the  United 

States. 

Well,  those  newspapers  have  persisted,  con¬ 
tinually  making  big  changes  to  aggressively 
expand  their  maricet.This  time,  we  will  take  a 
look  behind  the  scenes  into  what  makes  these 
Web  sites  tick,  and  what’s  new. 


Ihlip  //WWW  newsstand  southam  mn,/ 


Welcome  to  the  Southam  Newsstand' 

cnaasmjor  the  bmued  dunuton  of  this  test. 


Newspapers 
continually 
making  big 
changesto 
aggressively 
expand  their 
online  audiences 


TORONTO  GLOBE  ANO  MAIL 

The  content  for  the 
Toronto  Globe  arui  \ 

Mail’s  Web  site  (www.  i 

theglobeandmail.com)  tS* 
travels  from  the  paper’s  Atex 
system  into  the  paper’s 
Harris  pagination  machines. 

At  midnight,  the  proofs  are 
handed  off  to  the  librarians, 
who  update  the  copy  in  the 
Atex  system.The  copy  is 
then  processed  at  about  2 
a.m.,  with  a  set  of  scripts  and 
programs  written  in  Perl  code  with  the  Globe  and 
Mail’s  “rule  set”  appUed. 

“What  it  [the  rule  set]  is  doing  is  examining 
each  article  to  see  whether  or  not  it  makes  the 
grade,  according  to  our  definition  of  what  we  want 
to  put  on  the  Web  site,”  said  Kevin  Speicher,  tech¬ 
nology  manager.  “It’s  looking  for  attributes  such  as 
whether  or  not  it’s  an  A1  or  B1  story,  an  editorial, 
one  of  our  standing  columnists,  a  sports  piece  or  a 
standing  feature  with  x  headline  —  if  it  is,  it  then 
automatically  goes  on  the  Web  site.” 

Tbe  site  has  also  undergone  a  facelift.  So  far, 
according  to  Speicher,  the  feedback  on  the  new 
design  has  been  overwhelmingly  positive.The  site 
was  redesigned  with  speed  of  loading,  understand- 
ability,  and  ease  of  navigation  in  mind. 

“I  think  it’s  going  to  be  an  evergreen  kind  of 
process,”  he  said.  “We  feel  we  are  going  to  end  up 
redoing  the  look  and  feel  on  a  trimester  sort  of 
basis.” 

The  design  of  the  site  has  been  constructed  in 
templates  with  reusable  bits  of  code  so  he  can 
revamp  the  look  and  feel  of  the  site  almost 
overnight,  he  said. 

He  said  he  also  hopes  to  have  a  more  sponta¬ 
neous  interface  in  which  to  attain  archives,  to  be 


Herald 


“'“^Journal 

OraiUnUiaiiij**  ara«  I  uatteM  1  it** 


Southam  New  Media's  newsstand  test  page 

available  next  spring.  And,  since  sports  is  a  national 
passion  in  Canada,  the  newspaper  has  added  the 
entire  sports  section  on  the  site,  as  well. 

Also,  relatively  new  to  the  site  is  Middle 
Kingdom,  a  forum  moderated  by  editor  Gerald 
Johnson  in  the  newspaper  division.The  concept 
has  been  around  for  a  while,  developed  by  the 
Globe  and  Mail’s  previous  managing  editor  who 
went  on  to  become  editor  in  chief  of  the 
Vancouver  edition.  Thompson  was  called  into  the 
project  to  give  it  a  life  of  its  own. 

“It  started  as  a  Usenet  group.  In  our  third  incar¬ 
nation  of  our  first  version  of  our  site,  messages 
were  distributed  by  e-mail  and  then  just  listed  on 
our  site,”  he  said.  “We  are  into  version  two  of  our 
site  now  and  we  wanted  the  forum  to  have  a  new 
look,  function  and  feel.” 

Currently,  there  is  no  e-mail  route  at  all — visitors 
submit  to  the  site  and  Johnson  moderates  the  mes¬ 
sages. 

“It’s  been  a  great  success,”  he  said.  “We  basically 
publish  reading  materials  and  stuff  out  of  the 
paper,  build  link  libraries  and  interact  on  a  daily 
basis  with  the  visitors.” 

He  emphasized  how  important  it  is  for  a  news¬ 
paper  to  have  moderated  discussion  groups  and 
forums. 

“If  people  have  the  opportunity  to  abuse  some¬ 
thing,  they  will,”  he  said.  “But,  I  find  in  our  site,  we 
are  upfront  with  them,  telling  them  what  we  will 
and  will  not  allow,  and  I  don’t  have  any  trouble.” 

Johnson  said,  although  people  don’t  come  to  the 
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•  Zip2,  The  New  Weapon  Online.  Steve  Outing 
writes:  “Earlier  this  week  a  Silicon  Valley  start-up, 
Zip2,  announced  itself  to  the  world.  And  like  KOZ 
inc.,  which  I  wrote  about  recently,  Zip2  is  aligning 
itself  with  newspaper  publishers,  providing  a  technol¬ 
ogy  solution  for  newspapers  to  match  what  the  city 
guide  companies  are  offering  in  terms  of  technical 
sophistication  on  the  World  Wide  Web.”  In  Outing’s 
Oct.  2  Stop  The  Presses!  column,  he  discusses  Zip2, 
its  strategy,  product  and  why  it’s  the  new  weapon. 

•  Wall  Street  Journal  Becomes  Subscription 
Based.  Outing  writes:  “Since  the  Wall  Street  Journal 
Interactive  Edition  went  to  a  purely  paid  subscription 
model  on  Sept.  21,  other  Web  publishers  have  been 
watching  and  waiting  to  see  how  the  Journal  will  fare 
without  free  visitors.  Unfortunately,  any  results  are 
likely  to  be  skewed  due  to  a  problem  that  users  of 
America  Online  are  having  in  accessing  the  Journal 
site.”  Outing  talks  about  the  AOL  foul-up  in  his  Oct.  4 
Stop  The  Presses!  column. 

•  MSNBC  -  The  Newspaper’s  Enemy?  In  the  first 
of  her  weekly  Infohytes  column,  Jodi  B.  Cohen  talks 
about  MSNBC’s  appearance  at  the  recent  Associated 
Press  Managing  Editors  conference  in  Denver.  Read 
Cohen’s  Sept.  24  column  and  find  out  more  about 
MSNBC’s  plans,  what  the  organizers  had  to  say  and 
her  opinion  on  the  “competition.” 

•  Denver  Dailies  Snub  AOL.  Outing  writes,  “Online 
city  guide  company  and  America  Online  spin-off 
Digital  City  Inc.  (DCI)  is  making  progress  lining  up 
media  partners  for  Digital  City  Denver  (DC-Denver), 
one  of  dozens  of  U.S.  cities  the  company  plans  to 


enter  in  the  coming  year.  Denver’s  competitive  daily 
newspapers,  the  Denver  Post  and  the  Rocky  Mountain 
News,  have  turned  down  DC-Denver ’s  partnership 
overtures.  Both  papers  operate  their  own  Web  sites.” 
Read  Outing’s  Oct.  7  Stop  The  Presses!  column  on 
how  DCI  plans  to  get  its  Denver  news. 

•  New  Media’s  Pandora’s  Box.  Read  about  a  poten¬ 
tially  controversial  article  which  recently  ran  on  the 
front  page  of  USA  Today  in  Cohen’s  Oct.  1  Infobytes 
column.  Read  what  the  reporter  who  wrote  the  new 
media  story  had  to  say  about  the  charge  that  it  con¬ 
tained  editorial  statements  under  a  news  headline,  and 
about  the  state  of  new  media  coverage  today. 


COOI.  SITE  OF  THE  WEEK 


mcallMiif 

']  I  Ii:  MOHININC  (  AI  L  onKne  source 

It’s  new,  it’s  complete,  it’s  in  the  town  made  famous 
by  industry  and  a  Billy  Joel  song.  It’s  the  Allentown 
Morning  Call  (http://www.mcall.com)  in  Allentown, 
Pa.  There  is  weather,  and  kids  can  send  in  original 
works  for  publication  on  the  site.  There  are  more  than 
600  pieces  of  news  in  60  categories  daily,  a  list  of 
local  events  and  entertainment,  sports,  features,  a  mar¬ 
ketplace  to  sell  or  buy.  It  even  has  a  Coupon  Clicker,  a 
fantastic  feature  for  a  newspaper,  where  readers  can 
print  out  coupons  on  their  home  printer  for  everything 
from  clothes  to  pets. 
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Globe  and  Mail’s  Web  site  to  fool 
around,  the  newspaper  moderates  the 
discussions  so  they  don’t  have  to  “lower 
our  standards  and  increase  risk.” 

“It  all  works  out  qtiite  well  for  us,  but 
we  are  still  grappling  with  what’s  the 
best  approach  to  the  entire  site.” 


ROGERS  COMMUNICATIONS 

The  Rogers  Communications  Web 
site  —  CANOE  (www.canoe.com)  is 
going  through  some  pretty  big  growing 
pains,  as  well. 

V^itors  find  the  Toronto  Sun, 
Financial  Post,  Maclean’s  magazine, 
and  a  whole  lot  more  on  the  site. 

Within  the  first  six  months  of  being 
online,  the  site  passed  the  10  million 
page  view  mark,  and  traffic  continues  to 
build  at  about  6%  a  week,  according  to 
Hugh  Stuart,  executive  producer. 

“It  didn’t  surprise  me  that  we  got 
high  traffic  in  the  noon  hour,  because 
we  think  more  Canadians  are  cormected 
at  the  office  than  at  home,  but  we  are 
very  excited  about  the  feet  that  we  now 


have  a  new  spike  in  traffic  that  occurs 
around  8  p.m.  eastern  standard  time,”  he 
said,  “which  we  think  means  two 
things;  people  in  eastern  and  central 
Canada  are  looking  at  us  from  home, 
and  we  are  succeeding  in  getting  traffic 
on  the  West  Coast,  as  well  —  that’s  new 
for  us.” 

CANOE  is  also  working  with 
Netscape  to  install  the  Netscape  pub- 
lisliing  system  with  a  news  hound  in 
mind  in  about  six  months,  according  to 
Stuart. 

Working  with  Netscape  will  allow 
CANOE  to  set  up  transactions  and  pre¬ 
mium  services  on  the  site  that  they 
could  ultimately  charge  for,  as  well  as 
improving  search  capabilities  and  exper¬ 
imenting  with  databases. 

“Working  with  Netscape  opens  a 
whole  new  range  of  opportunities  for 
us;  it  of-ens  the  door,”  he  said.  “It 
involves  a  broad  range,  and  we  have  a 
strategy,  but  we  just  haven’t  narrowed  it 
down  yet.” 

While  they  narrow  down  their  strate¬ 


gy,  a  new  partnership  has  been  formed 
with  Chatelaine,  Canada’s  lai:gest 
women’s  magazine,  called  Chatelaine 
Coimects.  It  includes  highlights  of  each 
month’s  magazine,  archives,  discussions 
and  more. 

Currently,  CANOE  and  Chatelaine  are 
working  out  details  of  an  extensive  mar¬ 
keting  campaign  outside  the  magazine. 

CANOE  has  also  just  launched  Speak 
Easy.  It  contains  original  content  on  the 
stories  and  issues  of  the  day,  it  has  a 
database  of  fex  and  phone  numbers  and 
e-mail  addresses  for  elected  Canadian 
officials,  as  well  as  news  groups  and 
online  polling,  to  “get  a  sense  of  the 
mood  of  Canada.” 

However,  the  bigger  a  site  gets,  the 
more  important  ruvigation  becomes,  as 
well  as  the  old  adage,  “content  is  king,” 
according  to  Stuart. 

“We  have  to  focus  on  finding  a  way 
to  get  people  where  they  want  to  go  in 
two  clicks  or  less  —  but  that  is  a  stan¬ 
dard  we  set  for  ourseh'es;  we  haven’t 
had  problems  with  that  to  date,”  he  said. 
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“We  also  learned  that  content  is  king 
and  you  have  to  be  as  real-time  as  you 
can.” 

To  achieve  that  real-time  advantage, 
CANOE  recently  relaunched  its  score- 
board  service,  which  is  now  getting  a 
lot  of  traffic,  according  to  Stuart. 

Another  lesson  he  has  learned  is  to 
add  utility  to  the  site. 

“For  instance,  we  have  just  iaimched 
national  television  listings,  which  no 
one  else  has,  and  we  will  be  doing  a 
Canadian  stock  quote  service,”  he  said. 
“It’s  all  part  of  the  maturing  process, 
and  we  are  very  excited  about  it.  We 
think  we  would  like  to  add  a  product  or 
feature  a  month  for  a  while  to  keep  the 
site  happening,  and  keep  people  com¬ 
ing  back.” 

SOUTHAM  INTERACTIVE 

Southam  Interactive  (www.southam. 
com)  is  also  working  on  appealing  to 
the  Canadian  nation  and  expatriates. 

One  such  product  is  the  Virtual 
Newsstand  —  it’s  still  in  testing,  but 


was  previously  introduced  in  the  Editor 
&  Publisher  article  “A  Virtual  News¬ 
stand.” 

“We  look  at  it  as  a  circulation  product 
versus  a  new  media  product,”  said  Alan 
Berze,  technology  director.  “Although 
it’s  being  delivered  through  new  media 
channels,  we  don’t  look  at  it  as  a  new 
media  product.” 

The  newsstand’s  test  site  features  a 
home  page  that  contains  the  nameplates 
of  all  of  Southam’s  newspapers,  with 
tiny  text  links  underneath  each  name¬ 
plate:  “current,  back  issues,  search.”  The 
nameplate  is  also  clickable. 

Both  the  “current”  text  link  and  the 
nameplate  take  the  user  to  text  links  for 
sections  such  as  the  front  page,  city 
news,  business  news,  food,  individual 
sections  of  each  newspaper  —  like 
Canada  Worid  out  of  the  Edmonton 
Jourrud.The  interfece  is  designed  to  be 
simple  and  straightforward. 

The  newsstand  is  intended  to  allow 
readers  to  easily  and  quickly  get  to  the 
news  they  are  interested  in  from  all  of 


Southam  Inc.’s  newspapers,  from  the 
Edmonton  Journal  and  the  Montreal 
Gazette  to  the  Prince  George  Citizen. 

“The  newsstand  is  100%  shovelware,” 
he  said.  “Right  now,  it’s  a  test  site  to  see 
what  information  expatriates  would  like 
to  receive  wherever  they  are.” 

The  product  is  designed  to  appeal  to 
Southam’s  traditional  and  nontraditional 
mail  subscribers. 

“Currently,  the  problem  is  that  mail 
subscriptions  are  very  expensive  both 
from  a  cost  point  of  view  and  a  pur¬ 
chaser’s  point  of  view,  and  you  have 
delays  in  the  mail  system,”  Berze  said. 

Target  audiences  are  expatriates, 
snowbirds,  government  s^encies  such  as 
embassies,  military  bases  and  large 
multinational  corporations  such  as  oil 
companies. 

“We  see  it  as  being  a  way  for  people 
to  connect  and  see  what  is  going  on  in 
their  home  communities,”  he  said. 

It  costs  the  reader  about  $3  a  copy  to 
get  the  paper  delivered,  and  it  usually 

(See  Web  Sites  on  page  51) 


Cfteating  bn  a  test.  I  don’t  do 

Sets  away  with  everything.  V '■"'®  ^  ; 


Prom  the  publishers  of  Parade  comes  react, 
the  interactive  magazine  that  relates  to, 
responcjLs  to,  and  involves  teenagers. 
That’s  why  everything  in  it  gets  a  reaction. 

To  include  react  in  your  newspaper,  contact 
Fred  Johnson  at  papers@react.com  or  212— 4-50-7''21 . 

react.  From  their  heads  to  oiir  pages. 


Falling  for  Dole 

The  instant  the  Reuters  photo  of 
Bob  Dole’s  stage  tumble  hit  the 
wires  a  few  weeks  ago,  a  familiar  debate 
erupted  over  whether  journalists’  duty 
to  report  a  story  trumps  a  more  general 
responsibility  to  help  people  who  are 
in  distress. 

Dole  fell  into  a  group  of  three  pho¬ 
tographers:  J.  David  Ake  ofAgence 
France-Presse,  Michael  Green  of  the 
Associated  Press,  and  Reuters’  RickT 
Wilking. 

Wilking  was  clear  of  the  falling  candi¬ 


date  and  was  the  only  one  able  to  get  a 
shot  of  Dole  on  the  ground. 

He  told  the  Washington  Post  that  he 
went  into  “instinctive  mode”  and  started 
shooting  pictures  of  the  downed  candi¬ 
date. 

Green  and  Ake  broke  Dole’s  fell. 
Green’s  foot  was  pinned  by  part  of  the 
fence  that  came  tumbling  down  with 
Dole,  and  Ake  dropped  his  camera  in  an 
attempt  to  catch  him. 

Ake’s  hands  are  the  ones  pictured 
cradling  Dole’s  head  in  the  widely  dis¬ 
tributed  photo. 

“If  somebody  is  felling  toward  you. 


the  human  thing  is  to  try  to  help  him, 
not  stand  back  and  let  him  crash,”  Ake 
told  the  Post. 

After  the  photo  ran  on  the  front  page 
of  newspapers  across  the  country, 
caUers  to  the  Washington  office  of 
Reuters  complained  that  Wilking  should 
have  tried  to  help  Dole  rather  than  take 
his  picture. 

In  interviews  with  the  Post  and  the 
New  York  Times,  editors  for  both  Green 
and  Ake  said  they  supported  the  pho¬ 
tographers’  actions  and  weren’t  upset 
that  they  missed  the  shot. 

—  Dorothy  Giobbe 
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EDrrORiSfPUBLISHER 

Sponsored 


•  Authoritative  Speakers 

•  Roundtable  Discussions 

•  Trade  Show  Exhibits 

•  Networking 

•  Media  Lab  Demonstrations 

Each  conference  is  organized  independently.  Speak¬ 
ers,  topics,  vendors  are  specifk:  to  the  venue  of  each 
conference. 


Medios  Interactivos 
November  5-7 

Catholic  University  of  Chile 
Santiago,  Cnile 

Organized  by;  The  School  of  Journalism  at  the  Catholic  University  trf  Chile 
(Pontificia  Universidad  Catolica  de  Chile),  Editor  &  Publisher  (ESP),  The 
School  of  Journalism  and  Mass  Communication  at  Florida  Internationa  Uni¬ 
versity  (FlU),  The  Latin  American  Journalism  Center  (CELAR  Ontro  Lati- 
noamericano  de  Periodismo).  Supported  by:  Inter  American  Press  Associa¬ 
tion  (lAPA)  and  World  Association  of  Newspapers  (FIEJ). 

Full  conference  fee  $795  (US) 


To  register,  or  for  nnore  information,  call 

(212)  675-4380 
ext.  314 

Fax:  (212)  929-1894  '  '  J 

'  E-mail:  michaelt(S5mediainfo.com  ,  '*/ 
Web  site:  http:}A/wvw.mediainfo.com  / 
'For  exhibit  opportunities,  call  Dennis  O'Neill  at 
(212)  67&4380,  exL  501.  E-mail:  denniso@mediainfo.com 


Latin  America 


This  first  InttfHl^^wiedia  Cdilerence  in  Chile 'will 
provide  media  professionals  in  UiN  Americall^h  a 
focusid  program  on  how  modern  jo^atiafn  is 
adapting  to  technological  change  and  thd  fa^j^ced 
developmenti|fo  interactive  media.  It  will  pl^idnten- 
dees  at  the  ce^^f  the  issues  that  are  redefinir^^ie 

HighligffljmcNxie:  •  How  much  is  your  contend 
worth?  •  lntera!l||te|iJvertisirM:  what's  in  it  for  you? 

•  The  mass  mediwrof  the  futwe?  •  Classified  aekfer- 
tising:  the  successful  experience.  •  Strategy  sei^ons. 

•  Training  sessions.  ...and  more. 


CPJ  protests 
journalist  trial 
in  Croatia 

The  committee  to  Protect 
Journalists  is  urging  Croatian 
President  Franjo  Tlidjman  to  ensure  that 
charges  against  two  independent  jour¬ 
nalists  be  dropped  and  that  the  legisla¬ 
tion  used  to  try  them  be  abolished  from 
the  Croatikon  Criminal  Code. 

The  charges  against  journalists,  Viktor 
Ivancic,  the  editor  in  chief  of  the  satiric 
newspaper  Feral  Tribune,  and  Marinko 


Culic,  a  reporter  with  the  newspaper, 
stem  from  an  April  29  article  criticizing 
one  of  ’Ihdjman’s  proposals. 

The  two  were  accused  of  defaming 
the  president.They  face  three  years  in 
jail  if  convicted. 

VAC  audits 
Hispanic  papers 

VEROTED  AUDIT  CIRCULATION 
announced  that  it  currently  audits 
62  Hispanic  publications  serving  over 
2.5  million  readers. 


Bill  Watson,  the  California  company’s 
audit  manager,  described  his  work  with 
the  publications,  which  include  both 
Spanish  and  English  editing,  as  “reward¬ 
ing.” 

They  range,  he  added,  from  small 
entrepreneurial  start-ups  to  publications 
owned  by  such  large  companies  as 
Knight-Ridder  (5an  Jose  Mercury  News' 
Nuevo  Mundd),  andUmes  Mirror, 
which  publishes  Para  ti  with  La 
Opinion. 

Verified,  which  audits  both  paid  and 
free  publications,  said  it  served  1,500 
customers  in  1995. 


Worldwide 


This  annual  conference,  first  held  in  1994,  has  estab¬ 
lished  itself  as  the  European  meeting  place  for  pub¬ 
lishers  and  all  those  responsible  for  new  media  - 
bringing  together  the  knowledge  and  experience, 
the  vision  and  the  analysis  of  European  publishers 
who  are  redefining  their  newspapers,  magazines 
and  periodicals.  This  year's  theme  is  "Expertise, 
Strategies  and  OpportunitiesyRisks  for  Publishers 
Embracing  the  Interactive  World. 

Highlights  include:  •  What  are  the  most  impor¬ 
tant  strategic  assets?  •  Subscription  vs.  advertising? 
•  Which  publishers  are  making  money  today  with 
what  kind  of  interactive  products?  •  Why  are  alliances 
becoming  so  crucial?  ...and  more. 


This  international  conference,  now  in  its  eight  year,  is 
truly  dynamic.  Its  range  of  speakers,  topics,  exhibits 
and  other  learning  opportunities  addresses  industry 
professionals  at  all  stages  of  involvement  in  interac¬ 
tive  media.  And  the  exciting,  educational  program  is 
enhanced  by  the  rewarding  interaction  among  atten¬ 
dees. 

Interactive  Newspapers  has  been  the  initiation 
ground  for  thousands  of  newspaper  pros  just  start¬ 
ing  new  media  products  and  services.  And  it  has 
served  as  a  forum  for  continued  growth  for  those 
who  pioneered  new  media. 

Highlights  include:  •  Trends  and  events  in  inter¬ 
active  media.  •  Beyond  newspapers:  who  else  wants 
a  share?  •  Display, ^etail/Classified  ads  on  the  Web. 
•  The  Death  of  print  media?  •  Online  buying:  who's 
doing  rt,  what's  selling?  •  Niche  publishing.  •  The 
interactive  ad  agency. ...  and  more. 


Interactive  Publishing 
Europe  '96 
November  13-15 

Swissotel  Zurich 
B  Zurich,  Switzerland 

Saeraored  by  CATCHUP!  Communicaticns  AG,  Editor  &  Publisher  (UfL 
Cisc^aean  Newspapers  Publishers' Association  and  SWISS  PRESS  AiiKiciaticiSr. 

Mg  ^ 

Full  conference  fee 


Interactive 
lewspapers  '97 
iruary  12-15, 1997 

B  Regency 

,  Texas,  USA 

Free  Community  Papers  (AFCP),  Editor  & 
e  Papers  of  Ame^  ilFPA),  Inter  American 
onal  Association  for  Newspaper  and  Media 
iper  Electronic  Supplements  (FRAINES), 
ng  Association  0N^W,  National  Newspa- 
HMMIkSuburfoan  Newspapers  of  America  (SNA). 


Conference  fee  $995(US)* 

,^$>tional  Marketing  or  Technology  Overview  sessions  $105  extra. 

*$895  befors  Nov.  1  $1095  before  Dec.  20,  $1195  before  Feb.  1,  $1295  thereafter. 
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NLRB  rules 
newspapers 
must  bargain 

The  national  labor  Relations 
Board  has  ruled  that  the 
Sacramento  Bee  must  bargain  with  the 
Newspaper  Guild  over  the  timing  and 
amoimt  of  merit  pay  increases  for  news¬ 
room  and  advertising  employees. 

The  recent  NLRB  announcement  was 
an  affirmation  of  its  3-1, 1990  ruling  on 
the  issue. 

The  Bee  introduced  a  merit  pay  sys¬ 
tem  after  it  deemed  that  negotiations  on 
a  new  contract  had  reached  an  impasse 
in  1987.The  Guild  challenged  the 
assumption  of  an  impasse  in  an  appeal 
to  the  NLRB,  which  upheld  its  legality 
but  said  the  newspaper  must  baigain  on 
the  timing  and  amounts  of  pay  for  woric- 
ers. 

The  Guild  then  appealed  that  deci¬ 
sion  to  the  U.S.  Court  of  Appeals,  which 
referred  the  case  back  to  the  NLRB. 

The  contract  between  the  two  parties 
expired  in  1986.  Both  sides  are  currently 
negotiating  a  new  contract,  which 
would  supersede  the  NLRB  decision. 

Pa.  columnist 
writes  novel 

Hal  MARC0VITZ,A  columnist  for 
the  Allentown,  Vi.,  Morning  CaU, 
has  written  a  new  novel  entitled 
Painting  the  Wijite  House. 

Published  by  Commonwealth 
Publications,  the  novel  is  political  and 
social  farce  about  a  house  painter  who 
is  hired  to  paint  the  interior  rooms  of 
the  White  House,  where  he  meets  vari¬ 
ous  members  of  the  president’s  ftimily 
and  staff. 

Scripps  Howard 
fellowships 

The  scripps  Howard  Foundation 
has  awarded  a  three-year  grant  of 
$545,000  to  the  Center  for 
Environmental  Journalism  at  the 
University  of  Colorado  at  Boulder  to 
host  the  Ted  Scripps  Fellowships  in 
Environmental  Journalism. 

The  center  is  part  of  CU-Boulder’s 
School  of  Journalism  and  Mass 


Communication. 

The  two-semester  program  is 
designed  to  give  journalists  with  at  least 
five  years  exijerience  an  opportunity  to 
deepen  their  understanding  of  environ¬ 
mental  issues.  CU-Boulder  was  selected 
to  host  the  fellowship  program;  previ¬ 
ously  it  was  located  at  the  University  of 
Michigan. 

Charges  dropped 
against  reporter 

CONTEMPT  CHARGES  AGAINST  a 
New  Orleans  television  reporter 
were  thrown  out  by  a  federal  court. 

Tlie  LouLsiana  4th  Circuit  Court  of 
Appeals  tossed  out  the  contempt 
charge  against  WDSU-TV  reporter 
Richard  Angelico  on  Sept.  25,  reported 
the  Society  of  Professional  Journalists. 

Last  February,  Angelico  was  charged 
with  breaking  Louisiana’s  grand  jury 
secrecy  law  by  revealing  the  names  of 
grand  jury  witnesses  who  testified  more 
than  20  years  ago  during  an  investiga¬ 
tion  into  President  Kennedy’s  assassina¬ 
tion. 

He  was  fined  $100  and  received  a 
three-month  suspended  sentence. 

The  secrecy  law  did  not  apply  to 
Angelico,  the  appeals  court  ruled. 

Dividend 

A.H.  BELO  coup,  announced  that  its 
board  of  directors  has  declared  a 
quarterly  cash  dividend  of  1 1 1  for  each 
outstanding  share  of  Series  A  stock  and 
Series  B  stock  to  be  paid  Dec.  13, 1996, 
to  shareholders  of  record  Nov.  15, 1996. 

Reporter  joins 
j-school  staff 

The  COLUMBIA  UNIVERSITY 

Graduate  School  of  Journalism  has 
appointed  Joshua  Mills  of  the  New  York 
Times  to  its  full-time  faculty,  the  school 
announced. 

Mills  served  as  an  adjunct  professor  in 
the  school  for  many  years.  He  teaches 
business  and  financial  writing  as  an 
assistant  professor  of  journalism. 

Educated  at  City  College  of  New  York 
and  SUNY  Stony  Brook,  Mills  woriced  as 
a  reporter,  columnist  and  copy  editor  at 
a  number  of  New  York-area  newspapers 
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before  joining  the  Times  in  1980  and 
becoming  editor  of  the  business  section. 
Also,  he  has  taught  at  Brooklyn  College, 
Lehman  College,  Pace  University,  and 
New  York  University. 

E.W.  Scripps 
revenues  rise 

The  E.W  scripps  Co.  said  that  its 
consolidated  revenues  rose  8.5%  in 
August  to  $89.2  million,  compared  with 
$82.2  million  in  August  1995. 

Newspaper  advertising  revenues  for 
the  month  were  $40.8  million,  up  8.2%, 
and  total  newspaper  revenues  moved 
up  6.7%  to  $55.7  million. 

Revenues  from  the  television  station 
group  increased  3  8%  to  $23.9  million. 
Political  advertising  inAugast  totaled  $1 
million  compared  to  $0.1  million  in  the 
year-ago  month.Year-to-date  political 
advertising  was  $5  million  through 
August  1996  compared  to  $0.6  million 
through  August  1995.  In  the  entertain¬ 
ment  division,  revenues  rose  37.6%  to 
$9.6  million. 

Newspaper 
co-sponsors 
town  meeting 

WITH  MORE  POWER  shifting  from 
Washington  to  the  states,  the 
Wisconsin  State  Journal  is  among  a 
number  of  Badger  State  media  and  cor¬ 
porations  who  sponsored  the  recent 
statewide  “We  the  People/Wisconsin” 
towm  hall-style  televised  meeting  con¬ 
centrating  on  the  state  legislature. 

In  addition  to  the  Madison  newspa¬ 
per,  other  groups  involved  in  We  the 
People/Wisconsin  include  Wisconsin 
Public  Television,  Wisconsin  Public 
Radio  and  WISC-TV  in  Madison. 

New  Ohio 
weekly 

Residents  of  mansfield,  Ohio, 

and  surroimding  communities  will 
have  a  new  weekly  newspaper. 

The  Sun,  published  by  Ohio 
Publications  Inc.,  will  debut  on  Oct.  31. 
The  weekly  will  be  distributed  every 
Thursday  via  mail,  and  on  newsstands. 
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NEWSPAPER 


Not  Your  Father's 
Ad  Department 


THERE’S  A  LOT  going  on  in  newspaper  advertising  —  certainly  more  than  we  could  fit  into 
this  special  section. 

If  dynamism  is  too  much  to  believe  about  a  two-century-old  medium,  note  in  these 
pages  the  innovations  taking  place  —  usually  quietly  and  behind  the  scenes  —  in  newspaper 
ad  departments  coast  to  coast,  as  an  industry  in  transition  from  the  smokestack  era  to  the  digi¬ 
tal  age  takes  evolutionary  steps  forward.  Newspaper  ad  operations  are  adopting  new  technolo¬ 
gies,  embracing  new  media,  responding  to  new  competitors  and  reinventing  such  fundamen¬ 
tals  as  how  sales  staffers  interact  to  serve  customers  —  all  in  the  context  of  an  increasingly 
com{>etitive,  and  uncertain,  media  environment. 

Certainly,  necessity  inspires  a  lot  of  the  changes  taking  place.  But  keep  in  mind  that  all  this  is 
important  for  one  simple  reason;  Advertising  keeps  the  business  afloat.  Classified,  retail,  national 
and  preprints  bring  in  80%,  more  or  less,  of  the  cash  into  newspaper  coffers.  Lest  anybody  for¬ 
get,  advertisers  fund  the  lion’s  share  of  newspaper  operations,  including  a  crazy  little  thing 
called  journalism. 

So  we  figured  developments  in  advertising  were  worth  a  closer  look  —  thus  this  special  sec¬ 
tion,  our  first  on  the  subject.  Overall,  the  picture  looks  good.  Advertising  remains  robust,  if 
cyclical.  Since  the  recession  at  the  turn  of  the  last  decade,  ad  revenues  have  rebounded  health¬ 
fully.  But  the  newspaper  industry’s  ^hare  of  total  advertising  has  been  shrinking  for  decades, 
and  classified  is  threatened  by  online  media. 

The  good  ne\vs  is  that  newspaper  ad  departments  are  rising  to  the  occasion.  As  the  days  of 
order  taking  and  hand  shaking  fade  quickly  into  history,  selling  is  a  lot  more  sophisticated.  It 
takes  laptop  computers,  demographic  data  and  teamwork,  as  two  stories  in  this  section  report. 

On  the  national  front,  networks  are  making  headway  in  bringing  some  of  that  business  back 
to  newspapers,  using  simplified  rates  and  billing  procedures  and  industry  cooperation. 

likewise,  in  a  presidential  election  year,  state  press  associations  and  individual  newspapers 
report  successes  in  attracting  political  advertising  into  a  medium  whose  readers  are  more  edu¬ 
cated  and  more  likely  to  vote  than  areTV-watching  couch  potatoes. 

And  if  you’re  considering  database  marketing,  Larry  Sackett,  a  former  newspap>ertnan  now 
with  Claritas,  offers  a  primer  (begintiing  on  p.  64)  on  how  to  use  demographic  data  to  help 
advertisers  target  their  customers. 

— George  Gameau 
senior  editor 
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1>4S  Speckdtii  PUHcolions 
tit  Your  Torqet 

Niche  marketing  is  a  way  of  life.TMS  can  help  reach  your  niche  with  creative 
products  that  hit  the  bullseye  every  time.  Whatever  your  market  needs,  these 


high-quality,  original  editorial  vehicles  stimulate  advertising  revenue,  involve 
readers,  target  key  demographics  and  build  loyalty  for 
your  newspapers*  products  in  the  community. 

TMS  Specialty  Publications  reach  out  to  non-subscribers,  Hispanics,  kids  and 
readers  interested  in  seasonal  vertical  sections. 

We  offer  an  easy,  effortless  way  to  enhance  your  bottom  line. 


US  EXPRESS:  STILL 
FLEXIBLE  AFTER  ALL 
THESE  YEARS 
Our  flagship  entertainment 
weekly,  US  Express,  is 
designed  to  be  what  you 
need  it  to  be.  As  a  features 
section  it  draws  readers 
and  advertisers  to  its  pages. 
AsaTMC,US  Express 
is  a  proven  leader  for 
generating  insert,  ROP, 
classified  and  audiotex 
revenues. 


KIDNEWS— 

FRESHNEWS 

Speak  to  young  readers 
on  their  level.  IVfO  bold 
editorial  pages  are  avail¬ 
able  weekly  to  meet  the 
interests  of  teens  and 
tweens.  Fun  content  and 
outstanding,  founcolor 
layouts  combine  for  real 
kid  appeal.  Attract  future 
subscribers  to  your  paper 
today  with  KidNews  and 
FreshNews. 


lEXITO!  EXPRESS 
TRANSLATES  TO 

HjAiite  to^  SUCCESS 

TMS  offers  the  only 
Spanish-language  lifestyle 
and  entertainment  pages  in 
syndication.  Our  Hispanic 
journalists  capture  the 
tastes  of  this  vital  auidience 
with  original  editorial 
appealing  to  the  broad 
spectrum  of  Hispanics. 

Four  lively  tab  pages  are 
delivered  each  week  in  an 
exciting  four^olor  design.  Run  the  modular 
pages  as  a  fr^-standing  section,  a  separate  wrap 
or  even  auld  content  to  the  daily  paper.  Any  way 
you  read  it,  {Exito!  spells  success. 


EASY  SPECIAL 
SECTIONS 

Find  new  sources  of  revenue 
with  our  great  seasonal  sec-  ^ 

tions.  We  take  on  the  costly  ^ 
chore  of  editing  and  design  S 

to  provide  you  with  eleven  ^ 

unique  packages  complete  ^ 

with  foup<olor  covers  autd 

lots  of  great  photos  amd  T=^  ,  i 

graphics.  And,  they  auo  avaul-  n  "  » 

ad>le  for  a  fraction  of  the  ^ ;  | 

costs  chau'ged  by  other  syn- 
dicators.  Choose  from  New 
Cars,  Hot  Cau^,  Parenting,  Seniors,  Holkiaqr  Gift 
Guide,  Holiday  Cookmg,  Health  &  Fitness,  Home 
Electronics,  Bla^k  Faunily  Today,  Backyauxi  Living 
amd  The  Great  Outdoors  to  hit  your  tau^t. 
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BY  DON  MONKERUD 

Last  Into 

The  Computer  Age 


Sales  reps  are  taking  laptop 
computers  and  data  power 
where  they  count:  to  advertisers 


The  last  technology  most  advertising  sales¬ 
people  received  was  the  typewriter. 

Now  in  a  behind-the-scenes  revolution, 
newspapers  are  arming  their  sales  forces  with  lap¬ 
tops  loaded  with  software  to  automate  what  they 
do  and  address  such  industrywide  problems  as 
increased  competition  and  shrinking  staffs. 

Sales  automation  software  ranges  from  off-the- 
shelf  packages  to  sophisticated  systems  integrated 
with  mainframes  that  require  rewriting  legacy  code. 
From  the  New  York  Times,  circulation  nearly  2  mil¬ 
lion,  to  the  Reno  (Nev.)  Gazette-Journal,  circulation 
50,000,  sales  departments  across  the  country  are 
using  laptop  computers  and  specialized  software  to 
support  sales  reps  in  the  field. 

“Our  salespeople  are  unbelievably  enthusiastic,” 
said  Leslie  Giallombardo,  advertising  vice  president 
for  the  Tennessean  and  Nashville  Banner.  “They 
gain  better  control  of  the  sales  situation  and, 
because  they  make  more  presentations,  they  close 
more  sales.” 

Each  software 
system  offers  a 
number  of  mod¬ 
ules  to  accomplish 
specific  tasks. 

Some  include  their 
own  software  en¬ 
gines,  and  others 
use  off-the-shelf 
packages  like  Mi¬ 
crosoft  Word  and 
PowerPoint.  Most 
vendors  include 
basic  modules  for 
sales  contact  infor¬ 
mation,  lists  of 
things  to  do,  pre¬ 
sentations,  sched¬ 
ules,  rates,  propos¬ 
als,  and  virtual  ads. 

Some  systems  inte¬ 
grate  with  newspa¬ 
per  business  sys¬ 
tems.  Some  news¬ 
papers  are  using 


modules  from  several  different  vendors,  but  every¬ 
body  interviewed  for  this  article  reported  success 
with  their  systems. 

In  the  first  two  months  at  the  Nashville  papers, 
the  system  helped  the  sales  staff  of  45  make  300 
presentations,  a  317%  increase.  The  computers 
replaced  a  system,  still  used  at  most  newspapers,  in 
which  salespeople  requested  research  from  support 
staff  and  then  waited  days  or  weeks  for  the  infor¬ 
mation,  which  did  or  didn’t  fit  the  need.  Customers 
invariably  asked  questions,  only  to  be  answered:  “I’ll 
have  to  get  back  to  you.” 

“Giving  salespeople  laptops  allows  them  to  go 
out  and  actually  be  consultants,”  said  Beth  Jones, 
senior  research  analyst  at  the  Nashville  papers. 
“They  can  now  take  our  research  information  and 
show  advertisers  how  to  enhance  their  overall 
media  and  advertising  plans.” 

The  research  department  now  has  better  feed¬ 
back  on  what  sales  staffers  need  to  do  for  presenta¬ 
tions. 

In  the  Nashville  market,  where  1 10  niche  publi¬ 
cations  and  aggressive  broadcast  outlets  vie  for  ad 
dollars,  Tennessean/ Banner  reps  use  several  mod¬ 
ules  from  Immediate,  a  product  of  Denver-based 
Media  Marketing  Inc.  In  their  new  consulting  capac¬ 
ity,  salespeople  use  Media  Analyst  to  compare  how 


One  artist’s  rendition  of  a  road  map  to  automating  a  newspaper  ad  saies  force 


30a  Editcx  &  PuBUSHER  ■  October  12, 1996 


GRAPHIC:  MEDIA  MARKETING  INC. 


TV,  radio,  and  cable 
advertising  reach  audi¬ 
ences.  By  analyzing  data 

—  called  up  and  pre¬ 
sented  on  tiieir  laptops 

—  reps  can  convert  inef¬ 
ficient  broadcast  spend¬ 
ing  to  the  newspaper  by 
showing  advertisers 
hard  statistical  data  in 
shoulder-to-shoulder 
presentations. 

A  typical  presentation 
shows  demographic  in¬ 
formation  about  the  client’s  target  audience  in  rela¬ 
tion  to  newspaper  readers,  compares  the  newspa¬ 
per  to  competing  media,  and  presents  a  yearly  adver¬ 
tising  plan  coordinated  with  buying  patterns.  Adver¬ 
tisers  are  impressed  with  such  plans,  whether  in  col¬ 
orful  reports  on  paper,  presented  on  laptops,  or 
shown  on  slide  screens. 

“We’ve  run  more  ads  with  Gannett  in  the  last  year 
than  in  the  last  three  years  combined,”  said  John 
MeKieman,  owner  of  Miller’s  Toys  in  Mamaroneck, 
N.Y.  “The  ability  to  sit  down  and  work  everything 
out  in  one  sitting  and  identify  markets  I  want  to 
reach  has  proved  effective.  We’ve  had  ad  response 
like  we’ve  never  had  before,  and  I  think  it  has  some¬ 
thing  to  do  with  our  advertising.”  MeKieman 


reviews  his  advertising 
budget  with  a  sales  rep 
from  Gannett  Suburban 
Newspapers,  a  chain  of 
11  dailies  ranging  from 
the  32,000<irculation 
Reporter  Dispatch  to 
the  6,OOOcirculation 
Daily  Times. 

The  group  uses  the 
Mobile  Advertising  Sales 
System  (MASS)  from 
Garmett  Media  Tech¬ 
nologies  International 
(GMTI).  Both  are  units  of  Garuiett  Co.  Inc. 

Bill  Vobejda,  sales  technology  coordinator  for  Gan- 
nett’s  Des  Moines  Register,  started  using  MASS  on 
Macintosh  Powerbooks  last  April  and  currently  has 
42  salespeopte  on  the  system.  From  a  Macintosh 
server,  salespeople  can  download  accoimt  informa¬ 
tion,  including  contract  status,  orders  and  revenue 
history,  as  well  as  a  series  of  preformulated  market 
research  to  use  in  presentations. 

The  system  “puts  control  of  the  entire  sales 
process  back  in  the  hands  of  the  salesperson,”  said 
Vobejda.  “In  the  long  term,  it  will  lead  to  more  sales 
and  better  efficiency.” 

MASS  allows  salespeople  to  woik  anywhere,  any 
(See  Automation  on  page  41a) 


“We’ve  had  ad  response  like 
we’ve  never  had  before,  and  I 
think  it  has  something  to  do 
with  our  advertising” 

— John  MeKieman,  owner. 
Miller's  Toys,  Mamaroneck,  N.Y. 


Metros  Computerize  Ad  Sales 


“WETOOK  OUR  tedtnology 
finm  the  18th  century  to  the  20th 
century  in  one  yearf  Meihwa  Bin, 
New  York  Times  director  of  sales 
systems,  said  in  describing  how 
the  new^xiper  automated  its 
advertising  sales  force. 

Under  the  old  system,  which 
hadn’t  changed  much  since  the 
18th  century,  salespeople  were 
out  of  touch  with  advertisers,  and 
internal  hieiarchy  interfered  with 
communication,  Lin  said.  Sales¬ 
people  would  visit  an  account, 
but  not  have  the  information  to 
answer  the  advertiser’s  questions. 

Beginning  in  1995,  the  Times 
restructured  its  entire  sales 
department  into  38  teams, 
shifted  the  ftxrus  from  order  tak¬ 
ing  to  consultative  selling,  and 
provided  over  300  salespeople 
with  IBMThinlq>ad  laptop  com¬ 
puters.  Electronic  Data  Systems 
Corp.  (EDS),  Hano,Texas,  created 
the  software  —  calledAdvertis- 
ing  Sales  Infiormation  System,  or 
ASIS  —  that  now  allows  sales¬ 
people  to  access  everything  they 
need  to  know  about  advertisers, 
including  account  histories,  syn¬ 


dicated  and  iithouse  research 
reports,  ads  in  competing  putdi- 
cations,  and  promotions.To  com¬ 
municate,  sales  reps  get  &x,  email 
and  internal  phone  directories. 

“The  library  on  our  server 
stores  presentations  by  various 
categories  so  that  salespeople  can 
print  out  reports,  &x  them  to 
clients,  or  take  a  projector  screen 
and  present  a  sli^  show  to  a 
client,”  said  Bin.  “They  would  be 
embarrassed  to  use  p>aper  or  flip 
charts  like  they  did  in  the  past.” 

The  ad  department  doesn’t 
track  return  on  investment,  but 
initial  results  of  a  user  survey 
show.  83%  said  the  Lotus  Notes/ 
ASIS  system  makes  their  jobs  eas¬ 
ier,  and  80%  said  they  woik  more 
efficiently. 

At  the  Boston  Globe,  Bob 
Powers,  advertising  marketing 
manager,  said  initial  results  of  a 
pilot  pre^ram  with  an  EDS  sys¬ 
tem  were  “remarkably  positive,” 
and  the  paper  plans  to  expand  it 
to  130  salespeople  this  month. 

The  Globe  b^an  the  project 
after  a  survey  found  that  advertis¬ 
ers  wanted  reps  to  know  more 


about  their  business,  the  market 
as  a  whole,  and  to  be  aide  to  pro¬ 
vide  inftxrmation  &ster.  “We’re 
empowering  our  sales  staff  to 
manage  their  account  bases  more 
efifixtivelyf  said  Powers.  “L^>tops 
provide  sales  iqHotheminutc 
information  so  salespeople  can 
stay  (Ml  top  of  their  buaness.” 

The  Globe  sales  staffers  went 
from  computeriess  to  cxrmputer 
etjuqiped.  Email  and  an  internal 
bulletin  board  allow  sales  reps  to 
communicate  with  accounts 
and  colleagues. 

Powers  said  the  contact-man¬ 
agement  pcMtion  of  the  scrftwaie 
is  popular  because  it  places  all 
inqxMtant  itiftirmation  in  CMie 
location  instead  of  (mi  scraps  (rf 
paper  (m*  file  cards.  Reps  also  like 
having  the  ability  to  caU  up 
research  data  and  to  make  pre¬ 
sentations,  he  said.  Plans  call  fix 
adding  electrcMiic  (Mder  entry  to 
the  sales  rep’s  ccMnputer  tool  kit 

“Basi(2iUy,  if  we  can  provide 
infixmation  to  our  advertisers 
riKMe  qiukkly,  the  chance  of  dos¬ 
ing  the  sale  is  betterf  Powers 
said.  — DonMonkerud 
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Time  For 
Team  Selling 


Several  heads,  and  skills, 
working  together  sell  better 
than  one  lone  soul 


IN  FOOTBALL,  BASKETBALL  and  baseball,  team 
members  perform  different  functions  but  coop¬ 
erate  closely  —  a  concept  with  parallels  in  busi¬ 
nesses  that  require  departments  to  coordinate  in 
order  to  function  effectively. 

It’s  an  idea  a  variety  of  newspapers  are  instituting 
as  they  approach  advertisers  in  a  whole  new  way. 
No  making  it  on  a  smile  and  a  shoeshine  here. 
Today’s  sales  teams  are  based  in  strategy,  focused  on 
customers,  and  engineered  to  build  revenues. 

Not  all  teams  are  cut  from  the  same  mold,  but  nei¬ 
ther  are  newspapers.  Basically,  the  team  approach 
involves  bringing  together  different  areas  of  exper¬ 
tise  in  advertising  and  marketing.  Some  papers  form 
sales  teams  to  address  specific  advertisers,  others 
create  targeted  units,  and  others  mix  components  of 
both,  still  others  haven’t  yet  settled  on  a  permanent 
structure.  What  they  have  in  common  is  the  goal  of 
better  customer  service  and  improved  organization 
internally. 

The  Fort  Wayne  Newspapers  in  Indiana,  the  Jour¬ 
nal  Gazette  and  News-Sentinel,  four  years  ago  cre¬ 
ated  a  Macintosh-based  ad  production  department 
to  reduce  the  number  of  handoffs,  and  errors.  As  a 
prelude  to  the  teams,  ad  designers  began  working 
with  salespeople. 

In  June  1995,  the  papers  established  teams  for 


The  New  York  Times,  after 
a  reorganization  into 
consultative  selling  teams, 
won  “a  great  deal  of  new 
business  and  incremental 
business,”  including  “new 
categories  of  business,  like 
mass  market  chain  stores, 
insurance,  and  telecommu¬ 
nications  that  we  couldn’t 
secure  years  ago,”  said 
Janet  Robinson,  senior  vice 
president  of  advertising, 
who  was  recently  named 
president. 


classified,  retail  and  national  sales.  Each  consists  of 
three  of  four  salespeople,  two  designers  working  in 
shifts,  and  an  assistant  to  organize  scheduling  and 
proofing. 

“We  most  definitely  see  efficiencies  like  better 
turnaround  times  on  ads,  fewer  errors,  and  fewer 
corrections  on  proofs,”  said  Lisa  Goodman,  Fort 
Wayne  Newspapers  ad  director.  “We  also  see  a  good 
response  from  the  customer’s  standproint.They  find 
the  teams  are  more  creative,  especially  on  cam¬ 
paigns,  and  they  have  the  benefit  of  working  with  a 
group  rather  than  an  individual.” 

The  effect  on  profitability  is  difficult  to  measure 
because  of  such  things  as  market  fluctuations  and 
other  internal  changes,  but  Goodman  said  teams 
have  reduced  overtime.  As  part  of  a  reorganization 
at  about  the  same  time,  the  ad  department  began 
“partnering”  with  advertisers,  computerized  the 
sales  force,  and  retrained  a  lot  of  preople.The  papers 
continue  to  experiment  with  new  programs. 

The  San  Francisco  Newspaper  Agency,  which  han¬ 
dles  business  functions  for  the  San  Francisco 
Chronicle  and  Examiner,  began  team  sales  last  year, 
bringing  together  classified,  retail  and  national 
staffers  who  formerly  operated  independently.Team 
captains  replaced  department  heads.  Rolling  out  the 
effort  included  selling  special  sections  like  the  49ers 
football  section  with  volunteer  team  leaders  and  the 
teaming  of  sales  assistants  to  support  both  sales  and 
service. 

Sales  teams  focus  on  real  estate,  automotive, 
entertairunent,  and  business  development  that 
sometimes  include  commissioned  salespeople.  This 
is  the  trickiest  part  of  organizing  teams  and  doesn’t 
follow  a  neat  division.  The  paper  is  moving  toward 
outside  sales  teams  where  salespeople,  artists,  and 
marketing  analysts  will  work  together  on  large  retail 
accounts,  but  for  now  commissioned  salespeople 
are  part  of  teams  and  yet  sometimes  work  indepen¬ 
dently. 

“At  first,  it  was  difficult  integrating  commissioned 
salespeople  into  teams  because  sales  is  such  a 
personally  motivated  career,”  said  Bart  Green, 
vice  president  of  sales  for  the  San  Francisco  News¬ 
paper  Agency.  “Once  they  realized  the  benefits  of 
working  in  a  team,  they  quickly  converted.  Human 
nature  takes  over  and  they  feel  good  working  in  a 
team.” 

Of  220  salespeople  at  SFNA,  over  half  work  with 
teams.  Beginning  with  meetings  that  set  daily  sales 
objectives,  most  teams  consist  of  an  account  execu¬ 
tive,  assistant  account  executive,  an  ad  executive  — 
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How  are  newspaper  publishers 
preparing  their  plants  for  the  news¬ 
papers  of  the  next  millenium?  Current 
sy^ems  are  straining  to  meet  demand 
from  readers  and  advertisers  for  more 
sections,  more  color,  more  inserts,  more 
zoning.  Newspapers  continue  to  plan 
optimistically  for  the  future.  But  new 
demands,  new  expectations  and  new 
technology  require  new  solutions.  Some 
newspapers  have  spent  heavily  to  build 
new  printing  palaces,  others  have  taken 
a  more  conservative  approach  by  reno¬ 
vating  existing  facilities.  When  it  comes 
to  investing  big  bucks  in  a  newspaper's 
future,  the  experts  say  it  pays  to  do  your 
homework  in  advance.  This  special  sec¬ 
tion  presents  some  interesting  options. 

The  law,  rules  and  guidelines  of  trade¬ 
marks  and  copyrights  affect  not  only 
the  business  side  of  newspapers,  but 
also  the  newsroom.  While  writers  and 
editors  unthinkingly  generalize  with 
brand  names  that  seem  to  have  gained 
generic  acceptance  on  the  street,  their 
newspaper's  lawyers  are  fighting  to  pro¬ 
tect  the  intellectual  properties  of  the 
paper.  This  section  helps  clarify  the  rights 
and  obligations  of  newspapers  and  their 
employees  as  well  as  trademark  and 
copyright  holders.  Ads  placed  in  this  sec¬ 
tion  will  help  make  newspapers  aware  of 
specific  trademarks  and  copyrights  and 
protect  advertisers'  intellectual  property. 
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with  periodic  help  from  marketing  research,  cre¬ 
ative,  and  accounting  staffs.  Some  creative  people 
are  assigned  exclusively  to  one  or  two  salespeople 
or  accounts. 

“We  are  in  the  eariy  stages  of  team  sales,  but  it’s 
working,”  Green  said,  adding  that  results  wiU  be  mea¬ 
sured  in  terms  of  customer  satisfaction. 

The  New  York  Times  evaluated  operations  over 
three  years  ago  and  discovered  that  sales  and  mar¬ 
keting,  then  totally  separate,  needed  restructuring. 
Fourteen  managers  were  responsible  for  a  large 
amount  of  business,  and  it  was  difficult  to  monitor 
individual  accounts. 

Beginning  in  June  1994,  sales  and  marketing  inte¬ 
grated  to  form  44  teams  that  now  include  regional 
sales  offices,  customer  service,  sales,  account  man¬ 
agement,  marketing  and  promotion,  and  financial 
management.  This  reorganization  ushered  in  a  new 
style  oriented  toward  consultative  selling  teams, 
rather  than  order  taking.  Teams  began  to  analyze 
each  market  segment  and  to  develop  plans  for 
expanding  existing  accounts  and  building  new 
ones. 

“We  have  been  extremely  successful,”  said  Janet 
Robinson,  the  New  York  Times  senior  vice  president 
of  advertising  who  was  recently  promoted  to 
become  the  newspaper’s  first  female  president.  “We 
not  only  secured  a  great  deal  of  new  business  and 
incremental  business,  but  we’re  now  selling  the 
newspaper  as  a  full  marketing  partner  with  our 
advertisers.  We’ve  secured  new  categories  of  busi¬ 
ness,  like  mass  market  chain  stores,  instirance,  and 
telecommunications  that  we  couldn’t  secure  years 
ago.” 

By  focusing  on  creative  opportunities  developed 
in  team  “brainstorming  sessions,”  the  Los  Angeles 
Times  reported  success  blending  traditional  sales 
into  teams.  While  not  integrated  to  the  level  of  New 
York’s  Times,  LA.’s  Times  uses  teams  from  market¬ 
ing  and  sales  to  focus  on  particular  market  seg¬ 
ments.  Advertisers  become  accustomed  to  working 
with  the  same  team  members  —  from  sales,  cre¬ 
ative,  marketing,  research,  and  accounting  —  over 
time,  as  teams  become  knowledgeable  about  the 

Jirivprti^pr\  hii^inp^<5 

“We  most  definitely  see  the  adverser  s 

,  .  business  makes  ad  people 

6fflCI6riCI6S  1 1  KB  b6tt6^  valuaWe  —  especially  in 

entertainment,  where  teams 

tu^n8^0uncl  timss  on  BdS,  brainstorm  to  match  advertis¬ 
ing  partners  for  projects. 

fewer  errors,  and  fewer  Dona  Freed,  L.A.  Times  ad 

director,  said  some  of  the  best 

corrections  on  proofs  ”  partnering  situations  involved 

'  fly  sheets,  or  single-sheet  ad 

—  Lis3  Goodmdn,  ad 

’  advertisers.  One,  for  example, 

director,  Fort  Wayne  promoted  the  opening  of 

’  ■'  United  Artists’  “Golden  Eye” 

and  the  launch  of  BMW’s  two- 
seat  convertible,  which 
appeared  in  the  film.  The 
sheet,  with  ads  on  both  sides, 
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promoted  a  contest  for  which  consumers  could 
sign  up  on  Times  Mirror’s  Hollywood  On-line  Web 
site  to  win  prizes. 

A  similar  partnering  matched  20th  Century  Fox’s 
“Independence  Day”  with  the  retailer  Best  Buy. 
The  sheet  allowed  consumers  to  sign  up  for  a 
contest,  play  an  online  computer  game  and  view 
photos  fix)m  the  film.  Not  only  did  the  advertisers 
promote  their  products,  but  the  Times  promoted  its 
Web  site. 

“Everywhere  yo\  look  in  the  media  world,  adver¬ 
tisers  are  partnering,”  said  Freed.  “We  need  to  do 
business  differently  and  partner  with  accounts  dif¬ 
ferently.  What  we’re  doing  isn’t  that  unique  in  the 
media  worid.  We  bring  solutions  to  customers  by 
utilizing  all  the  resources  of  the  newspaper.” 

Since  the  San  Jose  Mercury  News  began  to 
reengineer  itself  over  one-and-a-half  years  ago,  it 
tried  to  become  not  just  a  daily  newspaper  but  a 
media  company  that  produces  solutions  for  cus¬ 
tomers.  Although  other  Knight-Ridder  papers  are 
doing  similar  overhauls,  each  creates  its  own  vision 
of  the  sales  team. 

Steve  Weaver,  Mercury  News  ad  director,  said  the 
first  step  is  to  map  what  each  department  does. 
Next,  research  teams  at  other  newspapers  examine 
their  “best  practices.”  Then  build  your  own  system. 
It  sounds  simple,  but  Weaver  called  the  process  “a 
huge  task.” 

Still  in  flux,  teams  at  the  Mercury  News  currently 
include  seven  to  nine  people  from  inside  and  out¬ 
side  sales,  an  assistant,  a  market  specialist,  an  artist,  a 
compositor,  a  market  analyst,  and  billing  personnel. 
Teams  revolve  around  geographical  areas  or  ad  cat¬ 
egories.  ROP  ads  ate  only  part  of  a  media  mix  that 
includes  things  like  the  Internet  and  new  products, 
which  target  3%  of  revenues  every  year. 

“Team  selling  isn’t  about  putting  groups 
together,”  said  Weaver.  It  is  about  “fundamentally 
redefining  how  work  is  done.  Work  is  not  individual 
based  but  organized  around  the  skill  sets  of  the 
group.  If  teams  make  no  difference  to  the  customer, 
and  add  no  significant  value,  they  are  a  waste  of 
time.” 

At  the  Arizona  Republic  in  Phoenix,  ad  director 
David  Alley  is  just  beginning  with  teams,  so  it’s  too 
early  to  know  how  they  will  worit  or  to  judge 
results. 

In  theory,  teams  help  solve  the  problem  of 
extremely  departmentalized  and  specialized  func¬ 
tions.  Salespeople  make  promises  to  advertisers,  yet 
can  never  guarantee  fulfillment  because  so  many 
others  are  involved.Teams  help  avoid  miscommuni- 
cations  because  responsibility  remains  with  a  rela¬ 
tively  small  unit,  the  team,  as  opposed  to  moving 
into  a  larger  bureaucracy  like  ad  makeup.  But  key 
questions  revolve  around  how  teams  are  organized 
and  how  work  flows. 

The  team  concept  will  become  very  popular 
with  newspapers  over  time.  Alley  predicted.  “like 
everythir^  else  in  this  industry,  there  will  be  a  hvin- 
dred  different  approaches,  and  thousands  of  differ¬ 
ent  interpretations.” 
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legmy  Faces 
New  Times 

IN  1922,  SAMUEL  William  Papert  of 
Texaikana,  Texas,  traveled  by  train  to 
New  Yorit  with  an  idea. 

National  advertising  could  be  just  as 
effective  in  the  nation’s  smaller  dailies, 
which  accounted  for  at  least  half  of 
national  readership,  as  in  the  big  metro¬ 
politan  dailies  that  got  most  national 
accounts,  he  reasoned.  Shouldn’t  national 
advertisers  use  the  small  papers,  as  well? 

Madison  Avenue  wasn’t  interested. 
Papert,  then  the  advertising  director  for 
the  9,000circulation  Texarkana  Gazette 
in  eastern  Texas,  “was  laughed  out  the 
door”  by  every  New  York  ad  agency  he 
approached,  his  grandson,  Samuel  Papert 
m  recalled. 

Chastened,  the  elder  Papert  returned 
to  Texas,  borrowed  money  from  the 
Gazette's  publisher,  and  founded  the 
Texas  Daily  Press  League  with  seven 
regional  newspapers.  Its  mission  was  to 
entice  national  advertisers  into  papers  in 
eastern  Texas. 

In  two  years,  membership  grew  to 
more  50  papers,  and  that  number  dou¬ 
bled  by  Ae  time  of  Papert’s  death  in 
1951,  when  he  was  remembered  in  the 
New  York  Times  and  E&P  as  an  industry 
pioneer. 

Since  then,  Papert’s  bud  has  flowered. 
The  Papert  Cos.,  based  in  Dallas,  repre¬ 
sents  over  400  papers  and  maintains  a 
staff  of  nearly  70  in  46  states 

But  while  rep  firms  thrived  for 
decades,  their  ranks  have  thinned.  Where 
once  over  40  rep  firms  sold  national 
ads  in  newspapers  coast  to  coast,  only 
a  handful  remain,  a  trend  attributed 
to  the  declining  nvimber  of  papers  and 
their  shrinking  share  of  national  advertis¬ 
ing. 

But  Sam  Papert  HI  cites  another  rea¬ 
son:  rates.  Many  newspapers,  especially 
big  ones,  charge  higher  rates  for  national 
ads  than  for  local  ads  —  a  phenomenon 
known  as  the  national  rate  differential. 
As  a  result,  budget-conscious  advertisers 
skip  over  small  papers. 

“This  is  the  thing  that  is  killing  us 
mote  than  anything  else,”  he  said.  What’s 
more,  he  said,  is  that  papers  with  high 
national  rate  differentials  are  often  “must- 
buys”  for  advertisers  and  often  set  the 
pace  for  other  papers  in  raising  prices 
“and  that  makes  it  all  the  more  difficult 
for  us  to  survive.”  —  Garry  Boulard 


ConlraPT  To  Popular  Beliel, 
Success  Cm  Fall  Righl  into  Your  Laptop. 


You’ve  recruited  the  best.  Invested  in  training,  market  research,  cellular  phones.  But 
have  you  done  everything  you  can  to  insure  the  success  of  your  advertising  sales  team? 

Consider  how  much  more  productive  they  could  be  with  contract,  account,  and  demographic 
data  immediately  available.  The  ability  to  close  the  sale,  now,  without  returning  to  the 
office  to  gather  information.  A  more  professional  and  effective  approach  to  advertising 
sales.  Consider  MASS  (Mobile  Advertising  Sales  System). 

With  MASS,  everything  your  sales  reps  need  to  close  a  sale  falls  right  into  their  laptops. 
Arming  them  with  timely,  accurate,  individualized  information,  MASS  allows  your  sales 
force  to  combine  critical  ir  formation  with  creative  presentations  and  spec  ads  keyed  to 
your  unique  market.  In  short,  they'll  spend  more  time  selling,  more  time  with  prospects 
and  customers,  less  time  gathering  facts  and  figures.  And  that's  time  better  spent. 

WhafS  more,  MASS  works  with  you,  with  your  current  systems.  It  can  run  on  either  Apple™ 
or  Windows™  platforms.  It  can  even  interface  with  ADMARC™  Collier-Jackson™  or  your  own 
in-house  system.  So  whatever  investments  you  have  in  place  can  stay  in  place. 


Then  there’s  MASS'S  automated,  integrated  Ad  Order  Entry  module.  Easily  customized  to 
meet  your  insertion  order  specifications,  AOE  makes  it  possible  for  salespeople  to  input 
orders  directly  from  the  field.  This  means  reai  single-point  order  entry. 


With  MASS,  your  sales  team  will  possess  a  mobile  array  of  fools  for  opening  doors  to  new 
accounts  and  expanding  relationships  with  current  customers. 

They’ll  work  more  efficiently,  more  effectively.  Smarter. 

Can  success  be  far  behind? 


For  more  information  on  MASS,  call  Bill  Parley  or  Jean  McDermott  at  1-800-801-3771 
Or  visit  the  GMTI  home  cage  at  httD://www.Qmti.com. 
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Networks  Alter 
Ad  landscape 


I  Upstarts  carve  niches  but  raise 
pressure  on  traditionai  rep  firms 

HI  NTERING  ITS  SECOND  full  year  of  operations, 
the  Newspaper  National  Network  is  continuing 
its  assault  on  convention,  shaking  up  the  100- 
year-old  newspaper  rep  business  with  “one 
order/one  bill”  selling  and  some  $60  million  worth 
of  ads  sold. 

Pat  Haegele,  who  helped  create  the  network  in 
1994  and  is  now  president,  credits  cooperation 
among  participating  newspapers.  Haegele,  who 
started  out  as  vice  president  and  general  manager, 
took  the  job  only  after  being  assured  that  the  news¬ 
paper  industry  supported  NNN. 

By  the  summer  of  1994,  she  got  what  she  wanted: 
at  least  50  major  papers  had  pledged  some  $6  mil¬ 
lion  to  NNN,  an  arm  of  the  Newspaper  Association 
of  America. 

The  most  important  thing  was  to  go  to  market 
united  on  what  had  to  be  done,  Haegele  said. 

From  its  inception,  NNN’s  goal  has  been  ambi¬ 
tious:  to  increase  the  newspaper  industry’s  share  of 
national  advertising  above  its  current  level 
of  about  5%. 

In  1995,  its  first  full  year  of  operation,  NNN 
booked  over  $33  million  in  sales,  and  projects  $60 
million  this  year. 

NNN,  whose  plans  were  cleared  in  advance  by 
antitrust  regulators  at  the  U.S.  Department  of  Jus¬ 
tice,  sells  to  advertisers  in  six  categories  that  rarely 

Boulard  is  a  freelance  writer 
based  in  New  Orleans. 


NNN  has  become 
competitive  “iargeiy 
because  it  is  an 
industry-subsidized 
organization,  which 
means  that  sometimes 
I  end  up  competing 
against  myself.” 
—  Sam  W.  Papert  III, 
president  and  CEO,  the 
Papert  Cos. 


use  newspapers:  food,  liquor/soft  drinks,  drugs/ 
remedies,  toiletries/cosmetics,  household  appli¬ 
ances,  and  auto  manufacturers.  Advertisers  in  these 
categories  traditionally  devote  less  than  2%  of  their 
ad  buckets  to  newspapers. 

Together,  the  target  group  spent  $18  billion  last 
year  in  “interpretive  media”  Haegele  said,  meaning 
that  every  percentage  point  is  worth  $180  million 
to  newspapers. 

Part  of  NNN’s  effort  involves  woridng  with 
national  advertisers  to  develop  long-range  themes  in 
media  planning,  as  opposed  to  the  one-  or  two-shot 
ads  to  introduce  news  products,  as  they  often  do  in 
newspapers. 

Media  planning  and  analysis  also  means  studying 
a  dominant  maiket  area,  or  DMA. 

“You  don’t  just  buy  the  New  York  Times  in  a 
DMA,  because  that  gives  you  only  an  18  percent 
coverage,”  said  Haegele.  “You  also  go  after  the  New 
York  Daily  News,  the  Westchester/Rockland  papers, 
the  Newark  Star  Ledger,  and  others  to  attain  a  60 
percent  reach  with  DMA.  That  means  we  will  have 
anywhere  from  80  to  100  newspapers  on  each  buy, 
with  a  frequency  of  at  least  four  to  five  times.” 

NNN  came  along  at  the  same  time  more  tradi¬ 
tional  newspaper  rep  firms  are  facing  uncertainty 
and  consolidation. 

At  Cresmer, Woodward,  O’Mata  &  Ormsbee  and  at 
the  Papert  Cos.,  both  based  in  Dallas,  business  is  up 
by  more  than  3%  this  year,  and  executives  say  new 
niches  could  spur  stronger  growth  next  year. 

Telecommunications  companies  offer  the  most 
possibilities,  said  Doug  Olsen,  senior  executive  vice 
president  with  CWO&O.With  35  U.S.  and  18  Cana¬ 
dian  newspaper  clients,  CWO&O  is  one  of  the  old¬ 
est  newspaper  rep  firms  in  the  country. 

But  Olsen  cautioned  that  only  the  rep  firms  imag¬ 
inative  enough  to  seek  business  from  nontraditional 
sources  will  thrive  in  the  future.  He  cited  strides 
made  in  the  pharmaceutical  industry  in  recent  years 
as  an  example. 

Sammy  Papert  IB,  president  and  chief  operating 
officer  of  the  firm  bearing  his  family  name,  also  sees 
promise  in  new  markets  over  the  next  five  years, 
especially  telecommunications  and  health  care, 
where  he  expects  billions  of  dollars  to  be  spent. 

Papert,  who  says  his  firm  has  some  400  newspa¬ 
pers  as  regular  clients,  including  about  100  acquired 
from  Branham  in  1992,  admits  NNN  “is  an  issue  for 
us.”  But  he  argued  that  none  of  the  traditionai  rep 
firms  are  in  direct  competition  because  of  the  net¬ 
work’s  exclusive  focus  on  national  ads. 
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“If,  indeed,  we  are  going  to  move  in 
the  direction  of  relying  on  a  national  rate 
business,  then  the  four  rep  firms  operat¬ 
ing  today,  down  from  30  several  years 
ago,  will  be  out  of  business  by  the  end  of 
the  decade.” 

But  before  that  happens,The  Newspa¬ 
per  Network,  headquartered  in  Sacra¬ 
mento  and  owned  by  McClatchy  News¬ 
papers,  has  discovered  enough  innova¬ 
tive  tricks  to  boost  business  30%  since 
going  national  in  1994.  It  has  hit  pay  dirt 
focusing  almost  exclusively  on  preprint 
advertising,  and  has  dra\^^l  a  lot  of  busi¬ 
ness  from  direct  mail  to  newspapers, 
beginning  in  California 

“We’re  providing  a  service  that  did  not 
exist  before,  working  with  grocery 
stores,  major  department  stores,  and  drug 
stores  that  buy  mtiltiple  networks  and 
need  a  seamless  netw'ork,”  saidTNN  pres¬ 
ident  James  Grilly.  He  said  the  company 
has  built  blocks  of  newspapers  that 
advertisers  want  to  buy. 

“If  someone  wants  to  buy  the  state  of 
California,  a  rep  firm  doesn’t  do  that  for 
them,”  Grilly  said.  “But  we  do.  We  can 
place  business  in  every  single  paper  in 
the  state.” 

He  said  TNN  has  reversed  a  historic 
and  seemingly  irreversible  trend  and  has 
actually  won  back  some  ad  business 
from  newspapers. 

Another  trend  —  the  slow  disappear¬ 
ance  of  U.S.  dailies  since  the  end  of 
World  War  n  —  has  helped  the  Alterna¬ 
tive  Weekly  Network,  the  sales  arm  of  the 
Association  of  Alternative  Newsweeklies. 

“There  are  alternative  newspapers 
coming  out  aU  of  the  time,”  said  AWN’s 
Mark  Hanzlik.  “Right  now  we  have  75 
members,  but  we  expect  to  be  close  to 
90  by  the  end  of  the  year.  It  is  a  growing 
business  and  in  that  way  entirely  unique 
in  the  national  newspaper  industry.” 

Like  traditional  rep  firms,  AWN  sells 
according  to  each  paper’s  rate  card.  So  if 
the  San  Francisco  Bay  Guardian 
charges  $2,400  |jer  half  page,  for  exam¬ 
ple,  “that’s  what  we  woric  with.  Our  rates 
will  be  exactly  the  same  for  that  paper,” 
Hanzlik  said. 

Despite  what  it  has  in  common  with 
the  traditional  newspaper  rep  firms, 
AWN  does  some  things  differently. 

“Rep  firms  actually  mark  up  to  earn 
themselves  a  commission  or  just  to  stay 
in  business,”  said  Hanzlik  “Our  cost  of 
business  is  actually  internal.  Each  of 
the  papers  we  woric  with  foot  the  bill 
themselves.  They  pay  for  this  operation 
themselves  and  sell  among  themselves 
(See  Networks  on  page  42a) 


Yoy’ve  Jusi  Been  Told  To  increase 
Classiiieii  Bevenne  20%.  Wiio  Do  Yon  Call? 


Who  wouldn’t  be  a  little  anxious?  Classified  revenue  goals  just  keep  escalating.  So  what  do  you  do?  First 
take  a  deep  breath.  Calm  down.  Then  call  GMTI  and  ask  about  AdLink  for  Real  Estate  With  the 

innovative  AdLink  solution,  revenues  start  moving  in  the  right  direction, 
right  now.  Ad  production  is  seamlessly  automated.  Customer  service 
improves  and  advertising  credits  are  virtually  eliminated. 

But  there  are  bigger  and  better  gains  to  be  made.  Instead  of  handling  layouts 
and  credits,  your  sales  staff  will  have  more  time  for  sales  calls.  More  to  sell, 
too.  New  products  like  photo  books  and  magazines.  Projects  you'll  gladly 
take  on  because  producing  them  is  so  simple.  And  cost-effective.  With 
AdLink’s  electronic  transmission  of  listings  and  photos,  time  and  labor  is  minimized.  Revenue  is  not. 

So,  what’s  the  bottom  line?  Realtors  get  more  listings  into  the  hands  of  more  people.  Home  buyers  and 
readers  receive  immediate  information  at  their  convenience.  You,  as  the  provider  of  these  services,  not 
only  build  strong,  unshakable  advertiser  loyalty,  you’ll  also  be  boosting 
classified  revenues.  And  you  can’t  do  better  than  that.  For  your  cus¬ 
tomers,  for  your  paper.  Or,  come  to  think  of  it,  for  your  blood  pressure. 

For  more  information  on  AdLink  for  Real  Estate  call  Jeff  Beard  or  Jean  McDermott  at  1-800-801-3771. 
Or  visit  GMTI's  home  oaoe  at  htloy/www.Qmti.com. 
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Liebeskind,  a  New 
York-based  free¬ 
lance  writer,  con¬ 
tributes  frequently 
to  special  sections. 


Catching  Up 
To  Political  Ads 


Newspapers  rev  up  political 
revenues  with  a  new  arsenal  of 
database  marketing,  group 
buys,  lower  rates,  Web  sites 


SOME  $7  BILLION  is  expected  to  be  spent  by 
political  advertisers  this  year  —  less  th^  7%  of 
it  in  newspapers  —  but  the  newspaper  share  of 
political  ad  spending  is  growing,  thanks  to  new 
strategies  devised  by  individual  papers,  state  press 
associations  and  major  newspaper  groups. 

Some  of  the  most  exciting  imiovations  are  in 
Washington  state,  where  papers  are  applying  data¬ 
base  marketing  techniques  to  the  political  arena. 
The  Seattle  Times  has  just  launched  Campaign 
Direct,  a  service  that  utilizes  demographic  and  life¬ 
style  information  to  support  political  advertising 
programs.  Merging  data 
from  Polk  with  state 
voter  registrations,  the 
paper  creates  voter  lists 
tailored  to  specific  de¬ 
mographic  categories. 

Demographic  infor¬ 
mation  allows  political 
advertisers  to  target  bet¬ 
ter,  according  to  adver¬ 
tising  marketing  man¬ 
ager  Joatme  Nelson.  The 
paper  has  used  the  data 
to  create  walking  lists, 
which  candidates  use  for  door-to-door  campaigning, 
and  mailing  lists  of  specific  voter  groups,  such  as 
blue<ollar  Democrats  who  earn  between  $30,000 
and  $45,000  per  year. The  paper  can  also  print  and 
distribute  fliers,  making  the  paper  a  “one-stop  shop,” 
Nelson  says. 

Roland  Thompson,  executive  director  of  the 
Allied  Daily  Newspaper  Association  of  Washington, 
says  programs  like  Campaign  Direct  are  essential 
because  political  campaigns  “run  on  lists  and  special 
mailings.  We’ve  got  to  come  down  the  middle  and 
elbow  them  out.”  Thompson  says  newspapers  can 
challenge  direct  mail  by  generating  targeted  lists  of 
subscribers  and  developing  TMC  products  to  reach 
nonsubscribing  voters.  In  both  cases,  papers  pro¬ 
vide  a  way  for  political  advertisers  to  reach  identifi¬ 
able  individuals,  a  goal  crucial  to  campaigns. 

“Political  consultants  don’t  want  to  know  what 


percent  of  voters  you  can  reach,  they  want  to  know 
them  exactly  by  name.  They’re  that  sophisticated,” 
he  says. 

Thompson’s  first  coup  was  a  mailing  of  1.25  mil-  ' 
lion  voter  pamphlets  on  state  judiciary  candidates 
to  the  subscribers  of  the  25  papers  in  the  group. 

The  association  produced,  printed  and  distributed 
the  pamphlet  for  the  state  judiciary  in  August,  in 
time  for  the  September  primaries  for  128  judge- 
ships. 

While  demographics  may  be  the  newest  tool  for 
newspapers  in  the  fight  for  political  advertising, 
lower  rates  has  been  the  most  popular  and  most  I 
successful  so  far.  Starting  with  Oklahoma,  30  state 
press  associations  now  offer  substantial  discounts 
on  political  ads  they  sell  for  local  papers,  including  I 
three  ads  for  the  price  of  one  in  Oklahoma,  Califor¬ 
nia,  Illinois  and  other  states. 

In  the  past,  “we  made  them  pay  cash  in  advance 
at  the  highest  rate.  It’s  no  wonder  political  advertis¬ 
ing  escaped,”  says  Mark 
Thomas,  executive  vice 
president  of  the  Okla¬ 
homa  Press  Association. 
Oklahoma  lowered 
rates  to  compete  with 
discounts  mandated  by 
law  for  TV  —  and  to 
promote  frequency. 

“An  ad  needs  to  run 
three  times  to  be  suc¬ 
cessful,  so  we  offered  it 
at  a  third  the  cost,” 
Thomas  says  about  the 
rationale  for  the  three-for-one  offer.  The  pitch  nearly 
doubled  political  ad  revenues,  from  $400,000  in 
1992  to  $725,000  in  1994.  Thomas  expects 
$800,000  this  year  —  a  number  diminished  by  the 
lack  of  big  races. 

Shaun  O’L.  Higgins,  director  of  marketing  and 
sales  at  the  Spokesman  Review  in  Spokane,  says 
after  lowering  political  ad  rates  in  1992  and  again  in 
1994,  “our  volume  more  than  quadrupled.” 

Speaking  nationally,  Higgins,  who  chairs  the 
Newspaper  Association  of  America’s  task  force  on 
political  advertising,  says,  “Most  papers  have  seen 
tremendous  gains,  but  it  took  awhile  to  set  in.  The 
number  of  papers  that  have  lowered  rates  exceeds 
the  number  that  have  retained  them.  Don’t  price 
away  from  demand  is  the  strategy  we  follow.” 

But  press  associations  in  some  states  either  can’t 
or  won’t  lower  rates.  In  Pennsylvania,  state  law  pro- 
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Ad  Launches  Presidential  Campaign 


ON  FRIDAY,  AUG.  23,  just  as 
the  Democratic  National  Con¬ 
vention  was  about  to  kick  off, 
the  Natural  Law  Party 
launched  its  own  campaign 
with  a  l6-page  ad  supplement 
in  USA  Today. 

The  four<olor  supplement, 
in  2.5  million  copies  of  the 
paper,  carried  the  party  plat- 
fiarm  and  introduced  its  presi¬ 
dential  candidate,  John 
Hagelin,  who  had  been  nomi¬ 
nated  tlie  day  before.  He  will 
be  on  ballots  in  45  states  and 
Washington,  D.C. 

A  Harvard-trained  physicist 
who  founded  and  heads 
Enlightened  Audio  Designs  in 
Fairfield,  Iowa,  Hagelin  said  the 
party  chose  a  newspaper 
because  “if  we  rely  on  TV  and 


radio  exclusively,  we  will  never 
have  substantive  coverage  to 
distinguish  ourselves.  Even  in  a 
half-hour  infomercial,  you  gloss 
over  the  key  issues.  Newspa¬ 
pers  actually  educate  voters 
and  leaders  about  the  solutions 
that  are  available  right  now.” 

He  conceded  that  TV  “has 
more  emotional  appeal  than 
newsprint,  but  our  campaign 
isn’t  about  emotional  appeal. 
It’s  about  substance.”  The  party 
supports  a  50-point  action  plan 
aimed  at  the  environment,  edu¬ 
cation  and  natural  medicine. 

Hagelin  said  the  USA  Todt^ 
supplement  cost  about 
$500,000,  for  printing  and 
insertion,  but  to  offset  75%  of 
the  cost,  the  party  sold  four 
pages  of  ads  to  nine  different 


sponsors,  including  full-page 
ads  to  Telegroup,  Heavenly 
Mountain  Resort  and  the 
Beach  Boys. 

Advertisers  paid  25%  less 
than  tlie  newspaper’s  regular 
rate,  which  was  their  prime 
motivation  for  buying,  though 
some  also  support  the  party, 
according  to  p>arty  ad  director 
Tom  Factor. 

The  party  also  used  the  supv 
plement  as  a  fund-raiser  by 
soliciting  donations  through  a 
toll-free  number  and  a  mail-in 
back  coupon. 

“We’d  like  to  do  it  in  all 
major  papers,  but  it  requires 
more  grass-roots  support  and 
selling  ad  space,”  Hagelin  said 
in  an  interview. 

—  Ken  Liebeskind 
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hibits  three-for-one  discounts,  treating  them  as  cam¬ 
paign  contributions,  according  to  Theresa  Vitzthum, 
a  lawyer  for  the  Pennsylvania  Newspaper  Publishers 
Association.As  a  result,  she  says,“We  can’t  go  outside 
the  rate  card.” 

The  New  York  Newspaper  Publishers  Association 
could  offer  discounts,  but  won’t  because  “the  bene¬ 
fit  of  newspaper  advertising  sells  itself,  so  we  don’t 
give  away  the  store,”  says  display  manager  Pamela 
Stevens. 

Lower  rates  is  only  one  of  the  successful  strate¬ 
gies  newspapers  have  employed  to  lure  more  polit¬ 
ical  advertising.  Others  include  nonprint  programs 
like  access  to  Web  sites  and  distribution  techniques 
such  as  distribution  by  ZIP  code. 

More  than  100  papers  areWorld  Wide  Web  ties  to 
political  advertisers,  who  can  post  information 
about  candidates  on  the  newspaper  sites  or  invite 
users  to  link  to  candidate  sites  for  more.  Besides  pro¬ 
viding  information  for  voters,  political  sites  can 
solicit  donations  and  generate  lists  of  potential  cott- 
tributors  or  volunteers. 

The  Dallas  Morning  News,  which  provides 
access  to  its  Web  site,  also  offers  audiotex,  a  phone- 
in  service  that  provides  information  on  candidates. 
Candidates  use  phone  lines  set  up  by  newspapers 
and  promoted  in  ROP  ads  to  provide  information  to 
voters. 

Steve  Maskevich,  a  Morning  News  account  exec¬ 
utive,  says  the  Web  site  and  audiotex  programs, 
which  began  in  March,  are  sold  in  a  package  with 
ROP  ads. 

Many  papers  are  also  printing  inserts,  fliers  and 
polybags  for  candidates  and  distributing  them  to 
select  groups  of  voters.  Daniel  E.  Cassidy,  display  ad 
manager  of  the  Kennebec  Journal  in  Augusta, 
Maine,  says  his  paper  can  distribute  these  pieces 
door  to  door  to  subscriber  groups  or  inside  the 
weekly  Express  Line  to  nonsubscribers. 


The  Houston  Chronicle  has  won  awards  for  its 
program  of  printing  political  messages  on  polybags. 
The  messages,  along  with  ROP  ads,  can  be  targeted 
to  individual  ZIP  codes,  accordir^  to  vice  president 
of  advertising  Dwight  Brown. 

Higgins  says  the 
Spokesman-Review  can  also 
deliver  by  ZIP  code  and  is  try¬ 
ing  to  set  up  delivery  by  con¬ 
gressional  or  state  legislative 
district.  “It’s  not  in  place  yet, 
but  the  ability  to  zone  at  a 
pretty  refined  level  is  now 
possible.” 

Besides  reaching  specific 
voters  through  zoning,  news¬ 
papers  can  reach  them  at  spe¬ 
cific  times,  which  is  a  major 
benefit  to  political  advertis¬ 
ers.  “Alternate  delivery  can 
reach  voters  at  a  guaranteed 
time  close  to  the  election,” 

Hi^ins  says.  For  example,  the 
Spokesman-Review  delivered 
a  piece  to  swing  voters  for 
Tom  Foley,  the  former 
Speaker  of  the  House,  the 
night  before  the  election  in 
1994.  “It  was  the  only  way  he 
could  guarantee  the  piece 
would  arrive  at  that  time,”  Hig¬ 
gins  says. 

Besides  offering  new  forms 
of  political  advertising,  papers 
and  press  associations  are  try¬ 
ing  to  make  it  easier  for  polit¬ 
ical  consultants  and  agencies 
to  place  ads.  The  Virginia 
Press  Association,  for  exam- 
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Primary  Opportunity 


PRESIDENTIAL  candidates 
seldom  advertise  in  newspa¬ 
pers  for  general  elections,  but 
key  primaries  are  a  different 
story. 

Prior  to  the  New  Hampshire 
primary  on  Feb.  20,  the  Man¬ 
chester  Union  Leader  sold  ads 
to  70%  of  the  Republican  con¬ 
tenders,  and  some  Democrats, 
too,  according  to  national  ad 
manager  Sheila  Holland. 

Most  major  candidates  were 
there,  but  so  were  such 
unknowns  as  Richard  D. 
Skillen,  a  doctor  on  the  Eco¬ 
nomic  Betterment  For  the 
Entire  Nation  ticket,  and  Lee 
Mosby,  a  Californian  who 
caUed  for  new  money  for 
space  exploration. 


Democrat  Sal  Casamassima 
campaigned  for  government 
based  on  “individual  responsi¬ 
bility  and  empowerment,”  and 
Lyndon  LaRouche  proclaimed, 
“You  can’t  balance  a  budget 
with  an  unbalanced  mind.” 

ROP  ads  ran  in  daily  editions 
and  in  the  Primary  Primer,  a 
24-page  supplement  published 
Feb.  9  chock-full  of  ads  from 
candidates  and  such  advocacy 
groups  as  the  National  Smok¬ 
ers  Alliance  lighting  up  for 
its  bumper  stickers  (“More 
Americans  Smoke  Than  Voted 
For  Clinton”).  C-Span  and 
CNN  advertised  their  special 
primary  coverage.  In  the  end, 
Pat  Buchanan,  who  bought 
the  back  page,  won  the 


Republican  primary. 

Holland  said  her  key  to  suc¬ 
cess  was  persistence. 

“I  start  with  party  commit¬ 
tees  and  get  a  listing  of  head¬ 
quarters  and  get  in  touch 
with  press  people  who  put 
me  in  touch  with  the  ad  agen¬ 
cies,”  she  says.  “Then  I  make 
local  contacts  with  the  offices 
in  Manchester.”  She  also 
watches  TV  ads  and  calls  the 
sponsors. 

The  primary  season  was 
lucrative  for  the  paper,  but  Hol¬ 
land  gave  no  figures.  She  is 
especially  proud  of  a  full-page 
ad  she  sold  to  Grand  Marnier, 
which  touted  its  liqueur  as 
“slightly  less  mysterious  than 
politics.”  —  Ken  Liebeskind 


pie,  operates  a  toll-free  number  for  placing  political 
ads  in  newspapers  across  the  country.  “By  making 
one  call,  they  can  access  information  on  any  state  or 
congressional  district,”  says  Judy  Lovelace,  advertis¬ 
ing  sales  manager.The  Viipnia  association  receives  a 
commission  on  ads  sold  in  other  states. 

Another  strategy  is  to  relax  deadlines  so  candi¬ 
dates  can  buy  space  at  the  last  minute.  The  Ken¬ 
nebec  Journal  offers  a  48-hour  deadline  so  candi¬ 
dates  can  “come  in  with  urgent  messages  on  the  eve 
of  the  election,”  Cassidy  says. 

To  speed  up  processing,  press  associations  in 
Pennsylvania,  New  York  and  California  have  tapped 
AP  Ad  Send,  a  digital  transmission  service  that  can 
send  camera  ready  ads  to 
papers  over  AP’s  satellite  sys¬ 
tem  on  an  hour’s  notice. 

“We  used  to  use  UPS  or 
overnight  mail,  but  the 
weather  sometimes  prohibits 
overnight  delivery,”  says  Sue 
Kelly,  ad  dirertor  of  the  Penn¬ 
sylvania  Newspaper  Publish¬ 
ers  Association.  “This  way,  we 
scan  the  ad  to  them,  it’s  trace¬ 
able,  and  the  quality  is  good.” 

NAA  is  doing  its  share  to 
help  newspapers  and  press 
associations  and  to  promote 
political  advertising  in  the 
medium.  This  year,  it  is  run¬ 
ning  an  ad  campaign  in  Cam¬ 
paign  &  Elections,  the  trade 
magazine  for  political  consul¬ 
tants.  NAA  also  distributed 
Get  Ready  for  ’96,  a  guide  to 
political  advertising  for  news¬ 
paper  executives,  and  spon¬ 
sored  seminars  and  booths  at 
trade  shows. 
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With  a  flurry  of  new  strategies  and  tactics,  news¬ 
papers  are  better  positioned  to  compete  with  TV, 
but  selling  the  medium  to  political  advertisers  is 
never  easy.  Political  consultants  and  media  buyers 
are  obsessed  with  TV,  and  few  even  understand  the 
latest  newspaper  initiatives,  newspaper  people  say. 

“We  have  to  train  these  people  to  get  used  to 
thinking  along  these  paths,”  Nelson  says,  adding  that 
political  consultants  generally  lack  marketing  exper¬ 
tise. 

Still,  newspapers  have  devotees. 

While  TV,  broadcast  and  cable  is  fragmented  into 
scores  of  channels,  newspapers  are  usually  “the  only 
game  in  town,”  says  David  Brown,  marketing  direc¬ 
tor  of  the  Arkansas  Press  Association,  who  adds,  “If 
they’re  buying  on  CNN  and  I’m  watching  the  Dis¬ 
covery  Channel,  I’m  never  going  to  see  their  mes¬ 
sage.” 

Meanwhile,  television  is  so  flooded  with  political 
ads  as  to  dilute 
their  value,  leaving 
newspapers  a  bet¬ 
ter  venue  for  com¬ 
munication.  “TV 
has  capped  the 
amount  of  political 
advertising  they 
will  take  because 
viewers  are  sick  of 
the  glut,”  Thomas 
says. 

In  addition, 
newspapers  claim 
a  more  politically 
involved  audience. 

Brown  says  89%  of 
registered  voters 
read  newspapers 
at  least  once  a 
week.  Newspaper 


“Don't  price  away 
from  demand  is 
the  strategy  we 
foitow.’’ 

— Shaun  01. 
Higgins, 
Spokesman- 
Review  marketing 
and  saies  director 
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readers  are  “an  audience  that  votes.  And  votes.  And 
votes,”  says  a  promotion  the  Raleigh  News  & 
Observer  mailed  to  6l4  candidates  in  Ai^ust. 

Finally,  newspaper  advertising  is  more  informa¬ 
tive.  Unlike  short  TV  spots,  it  allows  candidates  the 
space  to  paint  a  vision  in  detail.  Mike  Foster,  a  little- 
known  state  senator  from  southern  Louisiana,  won 
the  governorship  last  year,  thanks  in  part  to  the 
columns  he  ran  weekly  in  the  state’s  109  papers  to 
explain  his  platform. 

The  campaign  proved  highly  effective,  according 
to  Pam  Mitchell-Wagner,  executive  director  of  the 
Louisiana  Press  Association,  which  sold  it. 

Higgins  believes  newspapers  will  be  effective  for 
more  political  advertisers  this  year  —  and  in  the 
future. 

"We’ll  see  a  flip  on  the  radar  this  election,”  he 
says.  “My  goal  is  by  2000  we  get  10  percent  of  total 
dollars  spent.” 

Automation 

Continued  from  page  31a 

time,  and  gives  them  more  speed  and  flexibility. 
Although  he  sees  “positive  results,”  it’s  hard  to  mea¬ 
sure  them,  Vobejda  said,  expressing  confidence  that 
the  system  will  help  salespeople  to  increase  rev¬ 
enues. 

“Sales  software  allows  me  to  access  information 
for  my  customers  on  the  spot  instead  of  calling  from 
the  office,”  said  Kris  Goodman,  an  account  executive 
at  the  Des  Moines  Register M  can  get  my  customers 
involved  in  the  process  in  a  more  interactive 
approach.  It  has  really  aided  my  relationship  with 
my  accounts.” 

Ellen  Snodgrass,  retail  sales  manager  for  the  Sacra¬ 
mento  Bee,  agrees  that  productivity  cannot  be  mea¬ 
sured  dollar  for  dollar.  The  main  reason  the  Bee 
chose  MASS  was  the  ability  to  access  the  business 
system.  The  paper  uses  MASS  in  conjunction  with 
Immediate  software,  with  MASS  providing  access  to 
account  information  and  Immediate  displaying  mar¬ 
ket  research  for  presentations. 

“One  of  the  most  fundamental  things  we  needed 
was  to  connect  to  our  business  systems  so  that  sales¬ 
people  could  have  access  to  data,”  said  Snot^rass. 
“Eventually,  we  wanted  to  do  electronic  order  entry 
and  shoot  it  back  into  the  business  system  without 
rekeyboarding.  We  want  to  streamline  our  internal 
processes.” 

It  wasn’t  easy  linking  laptops  to  the  Bees  DEC 
VAX-based  business  system,  which  uses  proprietary 
code  for  various  departments  and  uses.  Now,  infor¬ 
mation  fiom  the  VAX  is  moved  to  a  server  so  it’s 
remotely  accessible  to  salespeople.  Reports  can  be 
sent  back  to  the  server  and  ffles  in  the  VAX  updated. 

Programs  like  MASS  essentially  move  newspapers 
from  the  mainfi:ame  environment,  where  informa¬ 
tion  remains  centralized  and  accessible  to  a  limited 
number  of  staffers,  to  a  distributed,  client-server 
model,  in  which  larger  numbers  of  small  but  pow¬ 
erful  computers  bring  information  where  it’s 
needed  most:  to  customers. 

The  intent  of  automating  the  Bee's  sales  farce  was 
to  increase  the  productivity  of  salespeople,  a  goal 


the  paper  is  on  its  way  to  achieving,  Snodgrass  said. 
For  example,  instead  of  entering  product  and  rate 
codes  on  orders,  pulWown  menus  automatically 
enter  the  code.  Likewise,  an  incomplete  order  can¬ 
not  be  sent  to  the  server.  Both  features  reduce  costly 
errors. 

Additionally,  the  Bee  developed  software  tools 
internally  to  reduce  the  toil  of  sales  staffers,  who 
particularly  like  Preprint  Estimator,  which  calculates 
quantities  of  preprints  to  be  distributed  in  ZIP 
zones,  ZIP  codes  and  on  newsstands.  Formerly,  sales¬ 
people  had  to  find  quantities  on  sheets  of  paper, 
enter  numbers  into  a  calculator  and  make  copious 
notes.The  new  system  is  faster  and  more  accurate. 

“I  don’t  know  of  anyone  who  can  provide  a  firm 
figure  on  savings,”  said  Snodgrass,  “but  there  are 
many  incremental  savings  a  newspaper  can  realize 
with  this  type  of  system.” 

Mel  Caswell,  director  of  publishing  systems  for 
Knight-Ridder  Inc.  in  Miami,  Fla.,  worked  on  a  sales 
automation  task  force  last  year  for  the  group’s  Tal¬ 
lahassee  Democrat  in  Florida  and  Fort  Wayne  Netvs- 
Sentinel  in  Indiana.The  papers  began  with  one  ven¬ 
dor  before  the  project  grew  more  daunting  as  com¬ 
plicated,  customized  software  was  needed  to  repli¬ 
cate  information  from  the  CoUier-Jackson  business 
system.  Using  Geac’s  VisionShift  Attache  proved  a 
better  solution  because  it  integrates  well  with  exist¬ 
ing  systems  (Geac  acquired  CoUier-Jackson). 

CasweU  is  currently  integrating  Attache  with 
Immediate,  so  that  sales  reps  can  puU  information 
from  the  business  system 
onto  laptops  in  the  field  for 
sales  presentations.  The  inte¬ 
gration  avoids  having  to 
rewrite  existing  software. 

“Basically,  we  wanted  to 
shift  to  a  consultative  selling 
model,”  said  CasweU.  “By  part¬ 
nering  with  our  advertisers, 
we  offer  more  value  from  our 
sales  force.  We  work  with  cus¬ 
tomers  to  show  them  how  to 
spend  their  money  more 
effectively.” 

Sales  automation  software 
appears  poised  to  take  off. 

Although  it  has  been  aroimd 
for  a  Uttle  over  two  years,  ven¬ 
dors  are  improving  appUca- 
tions,  and  newspapers  are  rec¬ 
ognizing  the  need  to  comput¬ 
erize  sales  operations. 

Newspapers  that  haven’t 
already  done  so  are  beginning 
to  think  about  budgeting  the 
$10,000  to  $15,000  per  per¬ 
son.  Installations  of  such  sales 
automation  software  tools  are 
Ukely  to  grow  rapidly,  vendors 
and  newspapers  say. 

“The  newspaper  industry 
is  engaged  in  a  technology 
revolution,”  said  John  Green, 

VP  of  advertising  at  Garmett 
Suburban  Newspapers  in 
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Call  today: 

1-770-569-1860 

A.  Uc  Sluw  Associates  -  Atlanta 

Celebrating  our  1 9th  year  of  serving  the 
newspaper  industry. 
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■White  Plains,  N.Y  “The  way  we  do  business  today  is 
not  the  way  we  are  going  to  do  business  tomorrow. 
It’s  important  to  get  ahead  of  the  curve  as  fast  as 
possible  and,  traditionally,  newspapers  have  been 
behind  the  curve.  It’s  important  for  us  to  move  as 
fast  as  possible  into  tomorrow’s  technology.” 

“I  don’t  know  of  anyone  who  can  provide  a  firm 
figure  on  savings,”  said  Snodgrass,  “but  there  are 
many  incremental  savings  a  newspaper  can  realize 
with  this  type  of  system.” 

Netwmks 

Continued  from  page  37a 

because  then  each  of  the  papers  can  earn  some 
money  doing  it  that  way.” 

So  far,  the  approach  is  woridng.This  year,  we  are 
expected  to  top  $6  million,  up  from  $200,000  three 
years  ago,  Hanzlik  said. 

He  predicted  future  growth  based  onAWN’s  abil¬ 
ity  to  reach  new  and  expanding  markets.  Although 
the  music,  liquor  and  tobacco  advertisers  have  long 
appreciated  the  alternatives,  their  aggressive  push 
onto  the  Internet  has  given  them  a  wider  venue  of 
advertising  options. 

While  a  minority  of  daily  papers  have  Web  pres¬ 
ences  now,  Hanzlik  said,  at  least  half  of  the  alterna¬ 
tives  operate  Web  sites  or  are  close  to  doing  so. 

“Now  when  we  talk  to  advertisers  we  can  say 
that  we  can  advertise  for  them  on  a  Web  site,  which 
is  no  small  attraction  these  days,”  Hanzlik  said. 

Another  attraction  is  a  simplified  process  for 
orders  and  bills. 

For  years,  national  advertisers  complained  about 
the  obstacle  course  they  had  to  navigate  to  run  a 
national  ad  campaign  in  newspapers. 

To  buy  200  papers,  for  example,  would  require 
200  orders,  200  bills,  200  rates  and  200  different  sets 
of  procedures. 

That  is  one  reason  NNN  set  a  uniform  rate  struc¬ 
ture  based  on  cost  per  thousand,  dramatically 
streamlining  the  selling,  as  well  as  the  billing. 

“The  Justice  Department  gave  us  the  authority  to 
price  package  at  one  CPM  to  an  advertiser,  and  the 


newspaper  has  a  right  to  reject  that  rate,”  said  NNN’s 
Haegele.“But  what  we  have  been  able  to  do  is  main¬ 
tain  premium  market  value  for  the  newspapers” 
because  NNN  has  positioned  newspapers  “in  such  a 
way  that  the  advertisers  are  willing  to  pay  fair  mar¬ 
ket  value.” 

Participating  newspapers,  she  said,  “are  basically 
very  pleased”  with  the  rates. 

TNN’s  Grilly  said  simplified  ordering  and  billing 
will  pay  rich  returns  because  advertisers  “want  just 
one  entity  —  one  bill  for  a  one-order  service.This  is 
the  kind  of  thing  that  is  going  to  revitalize  newspa¬ 
per  advertising  in  ways  we  can’t  imagine  right  now.” 

NNN  has  inspired  other  reaction  from  competi¬ 
tors,  however. 

Papert,  for  example,  complained  that  NNN  has 
become  competitive  “largely  because  it  is  an  indus¬ 
try-subsidized  organization,  which  means  that  some¬ 
times  I  end  up  competing  against  myself.” 

“It  was  not  set  up  to  be  a  threat  to  us,”  Papert  con¬ 
tinued,  “nor  do  I  think  that  10  or  1 1  people  in  two 
or  three  offices  are  a  threat  to  us.  But  in  the  end, 
they  go  after  business  that  traditionally  we  have 
served  very  weD.  In  return,  I  can  identify  more  times 
than  I  can  probably  remember  when  different  office 
managers  we  have  called  me  up  and  told  me  of  a 
joyful  sale  where  they  stole  business  from  NNN.  And 
that  is  not  what  I  want  to  see  or  I  am  sure  not  what 
NNN  wants  to  see.  But  that  is  what’s  happening.” 

But  Olsen  with  CWO&O  was  less  critical. 

“We  have  to  work  with  the  networks,”  he  said. 
“We  represent  our  different  newspapers,  and  the 
networks  do  the  same  thing,  too.  There  is  no  reason 
why  we  can’t  work  together  in  conjunction  with 
the  networks.  After  all,  the  common  target  for  all  of 
us  is  the  advertiser” 

Haegele  responds  that  any  competition  for  ads  is 
ultimately  good  for  everyone. 

“There  are  right  now  more  opportunities  out 
there  than  many  of  us  have  seen  for  a  long  time,”  she 
said. 

“In  the  long  run,  all  of  this  new  activity  will  just 
make  newspapers  stronger.  We  are  tapping  into  new 
markets  we  never  had  access  to  before,  and  it  is  a 
very  exciting  thing.” 
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Voter 

registration 

The  Philadelphia  Daily  News  insert¬ 
ed  about  175,000  voter  registration 
forms  into  the  newspaper  on  Sept.  12 
in  order  to  encourage  readers  to 
become  involved  with  political  deci¬ 
sions. 

“Voting  is  a  key  obligation  and  oppor¬ 
tunity  for  all  American  citizens,”  said  edi¬ 
torial  page  editor  Morris  Thompson.  “If 
we  c-an  make  it  easier  for  people  to  reg¬ 
ister  to  vote,  then  we’ll  have  helped  to 
encourage  good  citizenship.That’s  a 
public  service  we  are  happy  to  per¬ 
form." 

KYW-News  3  television  in 
Philadelphia  was  the  News’  partner  in 
the  voter  registration  project. 


provided  a  detailed  and  complete 
answer  to  an  unusually  complicated 
question. 

The  findings  “warn  against  journalist- 
panelists’  attempts  to  grill  the  candidates 
with  long,  complex  questions,”  they 
wrote,  noting  that  this  tactic  aUows  can¬ 
didates  to  evade  difficult  portions  of  the 


question  while  appearing  to  be  candid. 

In  another  study  included  in  the 
Journal,  three  researchers  found  that 
“ad  watch”  segments  during  the  televi¬ 
sion  network  evening  news  programs 
often  portrayed  political  advertising  as 
negative,  but  noted  that  many  viewers 
tend  to  ignore  this  criticism. 


Most  Comprehensive  •  More  than  11,000  Towns/Cities  •  All  3,141  Counties 

DARE  TO 


COMPARE 


this  newest  demographic  resource  from  one  of 
the  most  respected  companies  in  the  business! 


Gray 

Communications 
offers  notes 

Gray  communications  Sys¬ 
tems  Inc.  last  week  offered  $160 
million  of  10  5/8%  senior  subordinated 
10-year  notes  through  lead  underwriter 
J.P.  Morgan,  along  with  Allen  &  Co.  and 
the  Robinson-Humphrey  Co.  Inc. 

Interest  on  the  notes  is  payable  semi¬ 
annually  on  April  1  and  Oct.  1,  com- 
mencingApril  1, 1997.The  proceeds 
from  the  notes  will  be  used  to  help 
fund  the  acquisition  of  the  broadcast¬ 
ing  assets  of  John  H.  Phipps  Inc.,  which 
is  pending  FCC  approval. 
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U.S.  Market  Forecasts  answers  the  need  for  a  ALSO, 
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ence  for  U.S.  state,  county,  MSA  and  city  (all 
cities  of  2,5(X)  pop.  or  more)  demographics. 

PLUS  exclusive  1997  forecasts  for  demograph¬ 
ics  and  retail  sales;  calculated  by  the  same 
research  group  that  has  established  a  reputation 
for  accuracy  in  the  E&P  Market  Guide,  pub¬ 
lished  annually  since  1924  -  projection  accura¬ 
cy  proven  to  be  within  2  percentage  points  of 
actuals!  (Latest  forecast  98.2%  accurate!!)  You 
get  population  categories,  income  categories, 
households,  housing  by  value/rent/own,  educa¬ 
tion  levels,  employment  by  category,  snap-  ^ 
shot  overviews,  rainking  tables,  and  much 
more!  All  for  only  $269. 
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TV  campaign 
coverage  studied 

Researchers  writing  in  a  recent 

edition  of  the  Broadcast  Education 
Association’s  Journal  of  Broadcasting 
&  Electronic  Media  found  that  when 
journalists  serving  as  panelists  during 
presidential  debates  asked  long  and 
complex  questions,  the  candidates  tend¬ 
ed  to  give  longer  responses. 

Further,  researchers  Frances  R.  Matera 
and  Michael  B.  Salwen  noted  that  when 
answering  questions  with  more  than 
one  component,  the  candidates  often 
ignored  one  or  more  of  those  compo- 
nents.The  exception  was  H.  Ross  Perot 
in  the  1992  debates,  who  they  found 
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CIRCULATION 


BY  MARK  FITZGERALD 


Ending  The 
Recycling  Blues 


Acting  on  a  subscriber’s  suggestion, 
the  Chicago  Tribune  has  turned  the 
polybags  for  its  Sunday  home-deliv¬ 
ered  papers  into  a  recycling  container 
—  and  a  marketing  opportunity. 
Sunday  Tribunes  delivered  to  subscribers  living 
in  the  city  of  Chicago  come  in  a  slightly  oversized 
blue<olored  polybag  designed  to  hold  a  week’s 
worth  of  Tribunes. 


The  polybags  were  expanded  to  17  inches  by  25 
inches  to  meet  specifications  for  Chicago’s  unusual 
Blue  Bag  recycling  program. 

And  by  coordinating  the 
effort  with  the  Chicago 
Department  of  Environment, 
the  Tribune  was  able  to  pig¬ 
gyback  on  the  city’s  aggres¬ 
sive  promotional  efforts  kick¬ 
ing  off  Blue  Bag  recycling. 

Chicago’s  Blue  Bag  recy¬ 
cling  differs  considerably 
from  the  average  municipal 
program,  which  generally  requires  resitients  to  sort 
glass,  plastic,  paper  and  metal  recyclables  into  dif¬ 
ferent  containers. 


Subscriber’s 
idea  puds  }*reeu 
use  for 

Chicufio  Tribune’s 
Sunday  polybag 


Some  cities  require  even  finer  sorting  —  mandat¬ 
ing,  for  instance,  that  newspapers,  slick  magazines 
and  shopping-bag  quality  paper  be  arranged  in  dif¬ 
ferent  piles  for  pickup. 

Alone  among  big  cities,  however,  the  Chicago 
recycling  program  —  which  so  far  is  still  voluntary 
—  asks  residents  to  sort  only  twice:  Putting  news¬ 
papers  and  other  paper  in  one  Blue  Bag  and  all 
other  recyclables  in  anotlier. 

The  program  is  not  without  controversy:  Only 
one  other  big  city  —  Omaha,  Neb.  —  has  ever 
tried  the  Blue  Bag  system,  and  it  dropped  it. 
Chicago  officials  early  on  decided  that  heavy  pro¬ 
motion  would  be  a  key  to  early  acceptance  of  Blue 
Bag  recycling. 

That  promotional  effort  included  substantial  tele¬ 
vision  buys  for  commercials  that  used  the  rousing 
James  Brown  soul  ditty,  “Papa’s  Got  a  Brand  New 
Bag,”  as  the  tune  for  its  own  jingle,  “Chicago’s  Got 
It  In  the  Bag.” 

To  introduce  its  Sunday  polybag,  the  newspaper 
adopted  the  maiketing  slogan,  “The  Tribune's  Got 
It  In  the  Bag,Too.” 

The  Tribune  kicked  off  its  recycling  effort  April 
21,  the  day  before  Earth  Day. 

City  Zone  home-delivery  customers  received 
that  Sunday’s  paper  in  a  blue  polybag  imprinted 


with  the  “Bag”  slogan,  and  containing  a  letter 
explaining  the  program  from  the  Tribune's  direc¬ 
tor  of  manufacturing  and  distribution,  Rick 
Suikamer.  A  week  after  introduction  of  the 
recycling  polybag,  Surkamer  said  he  was  still 
getting  swamped  by  calls,  every  one  of  them  posi¬ 
tive. 

“I  was  afraid  to  take  your  call.  I  thought  it  would 
be  another  customer.  I’m  getting  so  many  I  can’t 
work,”  Suikamer  told  an  E&P  reporter,  with  a 
laugh. 

Credit  Tony  Canalport,  a  longtime  Chicago 
Tribune  subscriber,  with  the  recycling  polybag 
idea. 

Back  in  December,  when  the  city  of  Chicago 
was  first  introducing  Blue  Bag  recycling,  Canalport 
wrote  Tribune  president  and  publisher  Jack  Fuller 
to  suggest  bulking  up  the  Sunday  polybag  to  serve 
as  a  recycling  bag  for  a  week’s  worth  of  Tribunes. 

Canalport’s  letter  came  just  as  Chicago  con¬ 
sumers  were  complaining  that  Blue  Bags  were  in 
short  supply  —  and  expensive  —  in  city  supermar¬ 
kets.  The  Tribune  could  engender  a  lot  of  goodwill 
by,  in  effect,  giving  away  a  Blue  Bag  each  week, 
Canalport  suggested. 

“These  bags  are  not  cheap.  You  will  literally  be 
saving  your  subscribers  thousands  of  dollars  for 
these  bags  in  the  long  run,”  Canalport  wrote. 


Giveaway  Contest 

Readers  of  the  Seattle  Times  and  Seattle  Post- 
Intelligencer  had  the  opportunity  to  win  a  mul¬ 
titude  of  prizes,  including  a  $100,000  condominium, 
in  the  newspapers’  Endless  Summer  Contest. 

Every  Sunday  through  Sept.  29,  the  front  cover  of 
the  Sunday  Times'  TV  Times  magazine  contained  a 
seven-digit  number.  Readers  were  directed  to  seek 
out  a  list  of  weekly  winning  numbers  on  a  half-page 
ad  in  the  back  of  the  Sunday  Times/Post- 
Intelligencer.  If  the  number  on  the  magazine  cover 
matched  the  inside  numbers,  the  reader  was  a  win¬ 
ner. 

Besides  the  lakeside  condo,  the  prizes  included 
roundtrips  to  Mexico,  the  Bahamas,  and  Milan,  Italy; 
a  Canadian  fishing  vacation;  an  Alaska  cruise;  and 
$100  restaurant  certificates. 

Delta  Airiines  and  Certified  Vacations  participated 
in  the  promotion,  which  included  house  ads,  radio 
spots,  rack  cards  and  delivery  truck  messages. 
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The  Daily  and  Sunday  Messenger  of 
Canandaigua.  N.Y.,  has  bought  WOLFE 
COMMUNITY  NEWSPAPERS,  com¬ 
prised  of  nine  weekly  newspapers  in 
the  RcK'hester  suburbs. 

Cieorge  M.  Ewing  Jr.,  owner,  president 
and  publisher  of  the  Messenger,  will 
serve  as  president  and  publisher  of  the 
combined  compatiy.  The  seller,  Andrew 
D.Wolfe,  owned  Wolfe  Publications  for 
40  years.  The  two  companies  agreed  in 
principle  to  the  deal  in  June.The  sale 
was  fmalized  in  early  September. 

The  NASHVILLE  (Tenn.)  SCENE,  a 
5(),{KKRirculation  free  alternative  week¬ 
ly,  was  sold  to  x\lbie  Del  Favero  and 
Bruce  Dobie,  the  publisher  and  editor, 
respectively,  of  the  newspaper. 

The  newspaper  was  sold  by  an  invest¬ 
ment  group  and  its  original  owners, 
each  of  whom  owned  a  stake  in  the 
newspaper. 

Atlanta-based  Southern  Publishing  Co., 
the  general  partner  of  Southern 
Crescent  Newspapers  LP,  has  purchased 
the  DECATUR-DEKALB  NEWS/ERA 
newspaper  from  Jerry  and  Lynn  Crane. 

Southern  Crescent  publishes  14  daily 
and  weekly  Georgia  newspa|x:rs,  as  well 
as  two  monthly  and  one  quarterly  publi¬ 
cation. 

The  Decatur-DeKalb  Neu’s/Era  is  a 
paid  weekly  that  covers  DeKalb  County 
and  is  the  official  and  legal  newspaper 
for  the  county. 

The  weekly  DVNWOODY  iGjL.) 

CRIER,  a  2(),(XK)<:irculation  newspaper, 
was  sold  to  Atlanta  political  writer  and 
television  commentator  Dick  Williams. 

The  20-year-old  Crier  covers 
Dunwtxxly,  a  suburb  of  Atlanta.  ^Vlso 
included  in  the  sale  is  a  monthly  publi¬ 
cation,  the  ROSWELL/ALPHARETTA 
(Ga.)  CRIER,  circulation  1 2,0(X). 

The  Crier  newspapers  were  sold  by 
JHC  and  AssiK'iates  Inc.,  a  Cieorgia  pub¬ 
lishing  company  owned  by  Susan 
Courtemanche.  Lon  Williams  of  Media 
America  Bnikers  in  Atlanta  represented 
the  seller  in  the  transaction. 

Southam  Inc.  recently  purcha.sed  seven 
Ontario  newspapers  from  the  Thomson 
Corp.,  according  to  an  announcement 
fn)m  the  company. 

The  acquisition  comprises  six  dailies 
with  a  combined  circulation  of  approxi¬ 


mately  100,000,  one  weekly,  and  related 
publications. 

The  dailies  are:  the  CHATHAM 
DAILY  NEWS,  Cornwall  STANDARD- 
FREEHOLDER,  Kirkland  Lake 
NORTHERN  DAHY  NEWS,  Sarnia 
OBSERVER,  SUDBURY  STAR,  and 
Timmins  DAILY  PRESS.  The  sale  also 
includes  the  weekly  Elliot  Lake 
STANDARD. 

Southam  acquired  the  newspapers 
directly  from  Thomson. 

Thomson  Newspapers  and  Cox 
Newspapers  Inc.  have  reached  an  agree¬ 
ment  in  principle  where  Thomson  will 
acquire  six  Cox  Newspapers  in  Arizona 
and  transfer  ownership  to  Cox  of  two 
dailies  in  North  Carolina,  along  with 
cash  and  other  considerations. 

Closing  is  subject  to  the  signing  of  a 
definitive  agreement  and  regulatory 
appitwal. 

The  Cox  Newspapers  included  in  the 
agreement  are  the  YUMA  DAILY  SUN, 
MESA  TRIBUNE,  TEMPE  DAHY 
NEWS-TRIBUNE,  CHANDLER 
ARIZONAN  TRIBUNE,  GILBERT 
TRIBUNE  and  SCOTTSDALE 
PROGRESS  TRIBUNE.  The  combined 
circulation  of  the  six  newspapers  is  over 
100,(K)0. 

The  North  Carolina  newspapers  Cox 
will  gain  are  the  ROCKY  MOUNT 
TELEGRAM  and  DAHY  ADVANCE  in 
Elizabeth  City.  The  two  newspapers  have 
a  combined  circulation  of  about  28,000. 

Chris  McGehee  of  Louisville,  Ky.,  has 
purchased  a  group  of  three  Indiana 
weekly  newspapers,  the  TWIN  CITY 
JOURNALREPORTER  of  Gas  City, 
the  COURIER  of  Upland  and  OAK 
HHL  TIMES  of  Swayzee.  All  three 
weeklies  are  located  in  Grant  County, 
northeast  of  Indianapolis. 

Cynthia  Payne  of  Jonesbom,  Ind.,  was 
the  seller.  The  broker  handling  the  sale 
was  John  E.  van  der  Linden,  for 
Nonhwest  Publishers  Inc.,  Spirit  Lake, 
Iowa. 

The  sale  of  the  RAMONA  SENTINEL, 
a  weekly  newspaper  with  6,000  circula¬ 
tion  in  San  Diego  County,  Calif.,  by 
Calvert  Communications  Inc.  to 
Cameron  Publications  Inc.,  was 
announced  recently. 

The  new  owners  are  Wayne  and 
Jacqui  Green,  who  formerly  owned  the 


Cameron  Herald  in  Cameron,Texas. 

David  W.  Calvert,  president  of  Calvert 
Communications  Inc.  and  Pomerado 
Publishing  Co.,  continues  to  own  the 
Pcm<ay  News  Chieftain,  the  Rancho 
Bernardo  Neu's-Joumal,  and  the 
Corridor  Netvs,  all  in  San  Diego  County. 

Calvert  was  assisted  by  C.B.S. 

Associates  of  Danville,  Calif.,  in  the  sale. 

Thomson  Newspapers  and  the  Ogden 
Newspapers  Inc.  have  reached  an  agree¬ 
ment  in  principle  that  would  allow 
Ogden  to  buy  four  Thomson  newspa¬ 
pers  in  the  Upper  Penin.sula  of  Michigan 
and  one  in  Ohio. 

As  part  of  the  transaction,  Ogden  will 
transfer  ownership  of  the  MANSFIELD 
(Wise.)  NEWS-HERALD  to  Thomson. 

An  earlier  agreement  by  Ogden  to 
purchase  the  EXPRESS  in  I^k  Haven, 
Pa.,  from  Thomson  closed  Sept.  30. 

Dirks,  Van  Essen  &  Associates,  based  in 
Santa  Fe,  N.M.,  represented  Thomson  in 
the  transaction. 

The  four  Upper  Peninsula  newspapers 
Thomson  is  selling  are  the  Escanaba 
DAHY  PRESS,  the  Iron  Mountain 
DAHY  NEWS,Xhe  DAHY  MINING 
GAZETTE  in  Houghton,  and  the 
MINING  JOURNAL  in  Marquette.The 
agreement  also  includes  the  HERALD- 
STAR  in  Steubenbville,  Ohio,  which  also 
publishes  a  zoned  edition  in  the  neigh¬ 
boring  community  of  Weirton,W.Va. 

The  Michigan,  Pennsylvania  and  Ohio 
newspapers  have  a  combined  circula¬ 
tion  of  92,200  and  are  among  several 
that  Thomson  earlier  said  it  would  sell 
as  part  of  a  long-term  strategy  to  reposi¬ 
tion  the  organization  as  a  marketing  and 
communications  company. 

That  strategy'  involves  organizing  the 
company’s  newspapers  into  strategic 
marketing  groups,  which  develop  prod¬ 
ucts  and  services  for  regional  market¬ 
places,  in  addition  to  publishing  local 
newspapers.  The  15,(XX><:irculation 
Marshfield  newspaper  will  become  part 
of  Thomson’s  Wirmebago  Strategic 
Marketing  Group. 

Glenn  and  Betsy  McNeill  have  sold  the 
Texas  newspapers  CANTON  HERALD, 
WILLS  POINT  CHRONICLE,  VAN 
ZANDT  NEWS  and  the  CANTON 
GUIDE  to  John  Buzetta,  former  publisher 
of  the  now  defunct  Dallas  Times  Herald. 

Richnebacher  Media  Co.  served  as 
bmker,  representing  the  McNeills. 
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Output  Systems 
Orders,  Installations 


MONOTYPE  SYSTEMS  INC. 

Rolling  Meadows,  HL 

Within  weeks  of  its  Nexpo  ’96 
debut,  the  NewsExpress  imager 
was  ordered  by  the  Chicago  Sun- 
Times,  which  is  also  the  first  U.S. 
customer  for  Powerlink  ad-track- 
ing  software.  Successor  to  the 
ExpressMaster  1000,  the  new 
imager  relies  on  holographic  laser  reflection  to  out¬ 
put  film  or  paper  at  up  to  60'/min  at  1000  dpi 
(also  imaging  at  1200, 1500, 1800  and  2400  dpi). 
Handling  media  up  to  18.1'  wide,  the  LaserBus- 
compatible  imager  features  customizable  punch 
pitch,  variable  head  and  tail  punch  and  space-sav¬ 
ing  online  transport  to  processor. 

Monotype’s  Powerlink,  first  installed  at  parent 
company  HoUinger’s  U.K.  flagship,  the  Daily 
Telegraph,  relies  on  a  Sybase  relational  database  to 
monitor,  track  and  manage  PostScript  ad  elements, 
sections  or  an  entire  publication. 

It  works  in  conjunction  with  MGS3.3, 
Monotype’s  OPl  server-print  spooler-graphics  data¬ 
base  software  now  enhanced  with  remote  monitor¬ 
ing  via  Web  browser,  and  interfaces  to  ad  booking, 
editorial,  classified  and  page  planning  systems. 
Powerlink  also  was  installed  at  the  Pittsburgh 
Post-Gazette. 

The  Sun-Times  order  also  included  an 
ImageMaster  1200,  ProofExpress  400<lpi  broad¬ 
sheet  proofer,  LaserPlex  multiplexer,  IQ  software 
and  three  Sun  Ultra  Sparc  workstations. 

The  New  York  Times  bought  the  PC  RipExpress 
RIPs,  ExpressMaster,  ProofExpress,  Monofax  and 
Monologic  systems.  The  Burlington  (Vt.)  Free  Press 
bought  two  Sun  Sparc  RipExpresses  with  PC  work¬ 
station,  LaserPlex,  PC-based  IQ  software,  two 
ExpressMaster  6000s  and  two  Glunz  &  Jensen 
online  processors.The  Toronto  Star  purchased 
SpoolExpress  print  spooling  software  with  remote 
monitoring,  four  Sun  RipExpress  packages,  Laser¬ 
Plex,  PC-based  IQ  software,  Proof^press,  three 
MonoFax  send  interfaces  to  a  Crosfield/Parascan 
Wydnet  WAN  and  five  Sun  Sparc  workstations. 
Sun-based  send  and  receive  servers  handle  data 
transmission  to  remote  print  sites.  Also,  LaserBus 
interfaces  to  existing  Linotype-Hell  and  Agfe 
recorders. 

Other  orders  included  four  RIP-to-TIFF  System 
options  for  the  Milwaukee  Journal  Sentinel,  NT 
RipExpress  Solo  entry-level  RlP-recorder  for 
Western  Newspapers, Yuma, Ariz.;  Scitex  Iris  inkjet 
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color  proofer  for  the  Palm  Beach 
Post,  Scitex  Teleswitch  with  TP-15 
Network  Controller  transmitter  for 
the  Asbuty  Park  Press,  Neptune, 
N.J.;  OPI  software  for  the 
Bakersfield  Californian-, 
ExpressMaster  1270  for  the 
Shatvnee  (Okla.)  News-Star, 
RIP/ROP  software.  Sun  Sparc, 
ProofExpress,  ExpressMaster  8000  double-truck 
recorder  with  punch  for  the  St  Paul  (Minn.) 
Pioneer  Press-,  a  second  ExpressMaster  25  drum 
recorder  for  the  Daytona  Beach  News-Joumat, 
ProofExpress  for  the  Gary,  Ind.,  Post-Tribune-, 
ExpressMaster  4550  for  the  Beaumont  (Texas) 
Enterprise-,  MGS3,  two  Sun  RipExpress,  Sun  Sparc 
woricstations,  LaserPlex/IQ,  PaperMaster  600, 
ProofExpress  and  two  ExpressMaster  4550s  for 
Observer  Publishing, Washington,  Pa.;  ProofExpress 
for  the  Stuart  (Fla.)  News;  two  Sun  RipExpress,  Sun 
Sparc  workstations,  two  ExpressMaster  6000  drum 
recorders  with  online  processors  and  Monologic 
interface  between  RipExpress  and  two  Autologic 
APS  108  imagers  for  the  Dayton  Daily  News;  Sun 
RipExpress,  Sun  Sparc  workstation,  ExpressMaster 
4550,  ProofExpress,  and  RIP  and  Color  Central 
OPI  spooler  upgrades  for  the  Macon  (Ga.) 
Telegraph. 

PREPRESS  SOLUTIONS 
East  Hanover,  NJ. 

PantherPro,  PantherPro/36  or  PantherPro/46 
imagesetting  systems,  many  with  PantherOPI  and 
ESCOR  n  (supercell)  or  ESCOR-FM  (stochastic) 
screening  at  the  Abilene  Reporter-News  and  Plano 
Star  Courier,  both  in  Texas;  West  Viginia’s  Beckley 
Register-Herald  and  Charieston  Newspapers; 

Iowa’s  Mason  City  Globe-Gazette  and  Muscatine 
JourruU;  Indiana’s  Bedford  Herald-Times  and 
Shelbyville  Newspapers;  Ohio’s  Lancaster  Eagle- 
Gazette,  Troy  Daily  News,  Middletown  Journal 
and  Marysville  Newspapers;  Wisconsin’s  Daily 
rnhune,  Wisconsin  Rapids,  /bsf-Crescenf, Appleton, 
Sheboygan  Press  and  Waukesha  County  Freeman; 
North  Carolina’s  Gaston  Gazette,  Gastonia,  and 
Lexington  Dispatch;  the  Sentinel  &  Enterprise, 
Fitchburg,  M-ass.;  Daily  American,S(/est  Frankfort, 
111.;  Gettysburg  (Pa.)  Times;  Carson  City  Nevada 
Appeal;  Bismarck  (N.D.)  Tribune;  Daily  Times, 
Salisbury,  Md.;  Houma,  La.,  Daily  Courier,  Norwich 
(Conn.)  Bulletin;  Canada’s  Daily  News,TtvTO,  Nova 
Scotia,  and  Winnipeg  Free  Press. 


NEWS  TECH 


FOLEY,  TOREEGIANI  &  ASSOCIATES  INC. 
Londonderry,  N.H. 

ClassPage  extension  of  Northwood  Publishing 
Systems’  UniversalTranslator  Interface  at  the  Times 
Herald-Record,  Middletown,  N.Y  UTI  converts 
Autologic  ICL  code  to  PostScript,  and  ClassPage 
automatically  paginates  the  output,  front-to-back  or 
back-to-front.  It  flows  liners  around  display  ads 
placed  according  to  data  from  layout  or  business 
systems,  starts  categories  and  columns  with  head¬ 
ers  and  automatically  inserts  a  filler  only  after 
checking  the  fit  of  the  next  ad  within  a  category. 
Squared-off  ad  groups  can  be  created  and  display 
ads  can  be  manually  relocated. 

At  the  Vineland,  N.J.,  Daily  Journal,  full-page  out¬ 
put  to  film  was  achieved  using  Northwood’s  UTI  to 
convert  Dewar  editorial  and  classified  front  ends’ 
Compugraphic-86(X)  ctxle  to  PostScript  and  by 
picking  up  and  inserting  ads,  photos,  graphics  and 
folios  into  the  PostScript  text  stream  using  Quark 
XTensions  and  the  Clip-^  graphics  insertion  mo<l- 
ule.  Pages  are  output  through  a  Harlequin  RIP 
and  Autologic  Information  International 
3850  imager.  FT&A  also  installed  a  DEC/R‘ntium- 
based  Graphic  Enterprises  of  Ohio  G.U.S.S. 

OPl  system  with  intelligent  spooling,  multiplexing 
and  RAID  storage. 

At  other  papers,  FT&\  installed  Northwood’s 
Un  at  the  Mankato,  Minn.,  Free  Press  to  translate 
Linotntnic  202  code  from  Dewar  front  ends  for 
output  thntugh  a  Harlequin  RIP  and  Agfa  Accuset 
1500  imager;  UTI  and  Clip-t-  at  Pioneer  Press, 
Glenview,  111.,  where  it  translates  CG-8600  code 
from  an  SIl  front  end  and  classified  pagination  pro¬ 
gram  and  adds  logos  to  classified  output;  UTI  to 
convert  output  from  a  triple-I  VideoComp  at 
Baltimore’s  Port  City  Press;  Ultre  imagesetter  with 
software  RIP  at  the  Torrington,  Conn., 

Citizen;  UTI  and  Clip-^  at  Jacksonville’s  Florida 
Times-Union  to  translate  Linotype  CORA  code 
from  a  Morris  front  end  for  use  in  QuaikXPress. 

MONOTYPE  SYSTEMS  INC. 

Rolling  Meadows,  IlL 

Calkins  Newspapers  installed  a  Sun  RipExpress 
driving  an  ExpressMaster  1016HS  at  its  Uniontown, 
Pa.,  Herald-Standard.  The  group’s  Doylestown,  Pa., 
Intelligencer/Record  added  a  broadsheet 
ProofExpress  to  the  Sun  RipExpress,  ExpressMaster 
imager  with  punch  and  LaserPlex  multiplexer  with 
IQ  software  installed  earlier  this  year.  Calkins’ 
Beaver  County  (Pa.)  Times  expanded  its 
Monotype  gear  with  a  Sun  RipExpress  outputting 
via  4x4  LaserPlex  with  IQ  to  an  ExpressMaster 
I016HS.  In  Willingboro,  N.J.,  the  same  equipment 
went  into  the  chain’s  Burlington  County  Times, 
which  also  added  a  ProofExpress. 

The  NT  RipExpress  went  into  the  El  Paso  Times 
(with  other  system  upgrades);  Detroit  Newspaper 
Agency;  Pueblo  (Colo.)  Chieftain;  Danville,  111., 
Commercial-News;  Marion,  Ind.,  Chronicle- 
Tribune;  Port  Huron,  Mich.,  Times  Herald. 


The  Sun  RipExpress  was  ordered  by  Dow  Jones 
&  Co.’s  Chicopee,  Mass.,  and  Orlando  plants  (the 
latter  with  two  ProofExpress  proofers);  the 
Orlando  Sentinel;  Pittsburgh  Post-Gazette  (with  a 
Pnx>fExpress);  Royal  Gazette,  Hamilton,  Bermuda; 
San  Antonio  Express-News;  Findlay  (Ohio) 
Publishing  Co.  (with  two  PaperMaster  600  plain- 
paper  proofers  and  an  ExpressMaster  6000 
imager);  Jackson  (Mich.)  Citizen  Patriot  (driving 
ExpressMasters);  Florida  Today/USA  Today, 
Melbourne  (with  ImageMaster  15(X),  online  trans¬ 
port  and  processor);  Annapolis  Capital  (with  MGS3 
enhancements);  Neu’  Haven  (Conn.)  Register 
(with  ExpressMaster  60(X)  and  punch). 

The  PC  RipExpress  was  sold  to  Columbus  (Ga.) 
Ledger-Enquirer  (for  ExpressMaster  4550); 
Muskogee  (Okla.)  Diiily  Phoenix  (to  LaserPlex  and 
ImageMasters);  Lafayette,  \n*l..  Journal  and  Courier 
and  Baltimore  Sun  (each  driving  a  ProofExpress); 
LaSalle,  V\.,News-Trihune  (driving  an  ImageMaster 
KKK));  Clearfield,  Pa.,  Progress  (with  an  Uhre  4000). 

PowerMac  RipExpress  at  Recorder  Publishing, 
Sterling,  N.J.,  (driving  an  ImageMaster  I(KK));Baf//e 
Creek  (Mich.)  Enquirer  (driving  an  ExpressMaster 
4550);  Indiana’s  Connersville  News-Examiner 
(with  ImageMaster  KKK));  New  Castle  Courier- 
Times  and  Frankfort  Times  (each  with 
ExpressMaster  1270);  Hammond,  La.,  Daily  Star 
(with  1270);  and  Mac  RipExpress  driving  a  1270  at 
the  Conway,  Ark.,  Log  Cabin  Democrat. 

In  the  U.K.,  a  variety  of  products  were  installed 
at  14  sites,  ranging  from  the  Guernsey  Press  in  the 
Channel  Islands  to  10  local  and  regional  publishers 
to  News  International  and  the  London-based 
nationals  the  Guardian  and  Daily  Telegraph. 


Linotype-Hell  Sale 
To  Proceed 

SOME  8,(XK)  INDEPENDENT  investors  took  up 
Commerzbank’s  offer  of  DM95  ($63)  per  share 
of  Linotype-Hell  AG  stock,  which  had  been  trading  at 
about  DM50.  The  approximately  700,0(X)  shares 
exceed  the  25%  of  the  total  share  capital  sought  by 
the  bank  before  it  would  buy  the  stock,  which  it 
intends  to  sell  to  (ierman  press  maker  Heidelberger. 

Siemens  AG  and  the  investment  concern  Frega 
GmbH  earlier  agreed  to  sell  their  combined  50%- 
plus-one-share  interest  in  Linotype-Hell,  pending 
German  cartel  office  approval  {E&P,A\sg.  31,  p.  26). 

Late  last  month,  Linotype-Hell’s  supervisory 
board  “canceled  its  contractual  relationship  in  mutu¬ 
al  agreement  with  its  chairman.  Dr.  Erwin  Konigs, 
effective  October  31.” 

Until  now,  a  Heidelberger  board  member,  42-year- 
old  Bernhard  W  Schreier,  takes  Konigs’  place  on 
Linotype-Hell’s  board.  A  Heidelberger  executive 
since  1975  who  initially  focused  on  production, 
Schreier  helped  manage  the  company’s  French  sub¬ 
sidiary  in  the  early  19SH)s. 
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Tlje  e}>es  (if 
Texas  were 
Upon  a  pair  of 
creators  given  a 
very  public 
assignment 


BY  DAVID  ASTOR 


Ten-minute  Deadline 
For  Two  Cartoonists 


Obviously,  getting  bitten  by  the 
insects  was  the  less  painful  choice. 

The  cartoonists,  who  received  a 
healthy  round  of  applause  as  the 
session  ended,  spoke  about  their 
profession  before  Witty  had  them 
draw. 

Ramirez  described  editorial  car- 
tootling  as  “the  only  profession 
IHHHHHI  besides  dentistry  where  you  get 
paid  to  be  obnoxious.  We  go  back 
and  shoot  the  wounded.  We  are  judge,  we  are  jury. 
The  sentence  we  levy  is  swift  and 

And  the  Copley  creator  joked, 

“There  are  two  sides  to  every 
issue.  My  side  and  the  wrong  side.” 

Ramirez  said  an  editorial  car-  ■■  g| 

toon  can  illustrate  current  events,  ■*  t 

comment  humorously  about  these  I 
events,  and  offer  a  strong  message.  ■ 

“A  good  editorial  cartoon  is  a 
combination  of  all  three  with  an 
emphasis  on  the  third,”  he 
remarked.  “Humor  is  a  very  power- 
fill  weapon,  but  the  message  is 
king.  An  editorial  cartoon  that’s 
humorous  without  substance  is  only  a  cartoon.” 

The  speaker  added,  “I’m  not  naive  enough  to 
think  we’re  changing  people’s  minds,  but  hopefully 
we’re  drawing  them  into  the  debate.” 

Ramirez  noted  that  editorial  cartoonists  need  to 
be  well-informed  to  “draw  a  cartoon  and  hopefully 
draw  blood.” And  he  said  it’s  important  to  get  even 
seemingly  trivial  facts  right. 

He  recalled  doing  one  drawing,  about  drug  tests 
for  airline  pilots,  with  a  “to  pee  or  not  to  pee” 

_ theme.  Ramirez  was  subsequently 

Bfcfc.  inundated  with  complaints  from 

pilots,  but  not  because  of  the  car- 
*  toon’s  commentary.  Instead,  they  told 

^  him  that  pilots  have  four,  not  three, 
4^^^***.  *  stripes  on  their  uniforms. 

i  Sargent  agreed  that  editorial  car- 

R.  toons  usually  don’t  change  people’s 

Bjpk  ,  J  minds  —  although  they  can  attach  a 
negative  image  to  a  politician  that  is 
almost  impossible  to  shake. 

“In  that  way,  a  cartoonist  can  have 
a  significant  impact  on  the  political 
discourse,”  said  the  Universal  Press 
Syndicate  creator,  who  noted  that 


ONE  WAS  FROM 
Texas,  the  other 
from  Tennessee. 

They  looked  warily 
at  a  Californian 

standing  several  paces  away,  and 
waited  for  the  order  that  would 
commence  their  duel: “Draw!” 

But  the  duelists  didn’t  take  aim 
at  each  other.  Instead,  they  turned 
on  a  man  from  Arkansas.  By  the 
time  the  smoke  cleared,  their  target  was  as  white 
_ _ as  a  sheet  of  paper. 

PI  Forget  the  Alamo.  This  was  San 

i  Antonio  circa  1996,  and  the 
I  weapons  of  choice  were  black 

j  The  duelists  were  a  pair  of 
J  Pulitzer  Prize-winning  editorial  car¬ 
toonists:  Ben  Sargent  of  the  Austin 
American-Statesman  and  Mike 
Ramirez  of  the  Memphis 
Commercial  Appeal. 

The  Californian  was  Bob  Witty, 
ifll  V  _  J  executive  vice  president/editor  of 
Copley  News  Service  in  San  Diego 
—  and  program  chair  for  the  Oct. 

2  Newspaper  Features  Council  (NFC)  meeting  in 
San  Antonio. 

Witty,  in  his  drawing  challenge,  asked  Ramirez 
and  Sargent  to  create  cartoons  commenting  on 
President  Clinton’s  efforts  to  calm  things  down  in 
the  Mideast  after  the  recent  outbreak  of  violence 
there.This  was  at  the  time  when  Israeli  Prime 
Minister  Benjamin  Netanyahu  and  Palestinian 
leader  Yasser  Arafat  met  in  the  White  House. 

The  cartoonists,  who  had  no  prior  knowledge  of 

the  topic  Witty  would  suggest,  were _ 

given  only  10  minutes  to  do  their 
drawings  in  full  view  of  the  NFC 
audience. 

Ramirez  came  up  with  a  picture  of 
Clinton  putting  his  arms  around 
Arafat  and  Netanyahu  while  saying, 

“Don’t  worry,  boys.  I’m  behind  you 
100%.”  Meanwhile,  the  president  was 
slapping  “Clinton  Gore  ’96”  stickers 
on  the  Mideast  leaders’  backs. 

Sargent  drew  a  picture  of  Clinton 
sitting  on  a  bunch  of  Texas  fire  ants. 

The  caption:  “It  was  either  this  or  HHBl... 
making  peace  in  the  Mideast.”  Bob  Witty 


Ben  Sargent 


Mike  Ramirez 
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“mind-changing  is  for  the  written  editor-  I  produced  edi- 

ial.”  I  torial  illustra- 

Sargent  added,  “The  written  editorial  j  tions  and  art- 

is  something  that  speaks  to  the  reader’s  i  work  for  news¬ 
conscious  mind,  to  deductive  reasoning,  i  papers  and 

It  leads  readers  from  point  A  to  point  B  I  advertisers 

to  a  conclusion.  I  since  1977. 

“The  editorial  cartoon,  on  the  other  ;  Clients  of 
hand,  is  kind  of  a  wilder  beast.  It  speaks  i  the  daily  and 
to  a  reader’s  unconscious  mind,  where  i  Sunday  “PC 

the  deepest  emotions  and  fears  lie.  It  |  and  Pixel”  include  the  Detroit  News, 

speaks  to  the  reader’s  gut.  It  uses  sym-  I  Houston  Chronicle,  Seattle  Times, 

hols.”  I  Toronto  Star  and  other  papers. 

These  symbols  include  everything  i 
from  the  dove  of  peace  to  Democrats  as  j  Cit-of  A 

donkeys  and  Republicans  as  elephants.  1  IlC  rllSL /\LlLIlUr 

“I’ve  become  so  adept  at  drawing  ele-  j  Pv  OnrciVl 

phants  I  could  work  for  Ringling’s  I  Ik/JvCLi  -Uj 

Bamum  and  Bailey  Circus,”  Sargent  j  RIBUNE  MEDIA  SERVICES  is  syndi- 
joked.  X  eating  a  column  by  a  writer  recently 

One  of  the  cartoons  displayed  by  i  thrust  into  national  prominence. 

Sargent  showed  a  National  Rifle  j  “The  Rest  of  Us”  is  by  Jacquelyn 

Association  type  holding  a  gun  that  j  Mitchard,  who  has  written  her  weekly 

morphs  into  a  GOP  elephant.  I  Milwaukee  Journal  Sentinel  feature  for 

Ramirez  also  showed  several  car-  i  more  than  a  decade, 
toons,  including  one  with  Ross  Perot  Mitchard  is  also  the  author  of  The 

standing  in  front  of  numerous  floor  mir-  j  Deep  End  of  the  Ocean,  a  novel  that 
rors  held  up  by  money  bags.  “It’s  unani-  I  reached  the  top  of  best-seller  lists  this  fall 

mous,”  he  said  to  his  reflections.  “We  j  after  Oprah  Winfrey  chose  it  as  the  first 

run.”  I  title  featured  on  her  book  club. 

Hmmm.A  duelist  did  sort  of  a  dualist  I  Winfrey  s  club  involves  asking  view- 
cartoon.  I  ers  to  read  a  certain  book.  A  month  later, 

I  she  has  the  author  come  on  her  TV 
i  show  to  discuss  the  book  with  the  audi- 

A  Man  And  His  Actress  Michelle  Pfeiffer  has  bought 

Tm  ^  ^  movie  rights  for  the  book,  as  well  as 

V_-cll  111  X  v3Llip  I  the  rights  to  Mitchard’s  life  story  for  a  TV 

A  COMIC  CALLED  “PC  and  Pixel”  is  j  movie. 

being  syndicated  by  the  Washington  j  The  43-year-old  Mitchard  is  a  mother 
Post  Writers  Group  (WPWG).  i  of  five  who  wrote  her  novel  after  her 

Thach  Bui’s  strip  stars  the  divorced  j  husband  died  of  cancer  in  1995. 
and  downsized  PC  Odata,  who  begins  i  Mitchard’s  column  —  designed  for  op¬ 
working  as  a  freelance  consultant  out  of  j  ed  or  lifestyle  pages  —  discusses  family, 
his  home.  It  also  stars  the  Net-surfing  j  culture,  society,  today’s  headlines,  and 
Pixel,  a  cat  who  helps  the  middle-aged  j  “everyday  ethics.” 

PC  cope  with  today’s  ever-changing  j 
technology.  j 

Bui,  who  was  bom  in  Vietnam  in  1950,  i 
also  collaborates  with  chef  Bill  | 

Lombardo  on  WPWG’s  3-year-old  “Cheap  j 
Thrills  Cuisine”  cartoon.  He  is  founder  of  I  i 
Toronto’s  Artattack  Studio,  which  has  1  jL 

TViere's  a  Vialf-price  safe 
on  this  same  su^m  , 
at  the  store  across 
■  the  street.' 


Pize&met'. 


r  > 

luTUricac’.gite^ 

oaaErJ  -TO  we 
noie.!' 
i*-rnffrvrWffr 


so  Bcrrroce*  1 
msAM  voo've  aoiepj 
•itxje  A 


iSTHfT 

WrtfflT 


Tommy  isn't  undercover  in  this  comic  by  Jay  Martin. 


guide,  to  concoct  a  fun  and  sometimes 
frightening  adventure  for  tlie  night. 

The  22-year-old  Martin  currently  inks 
and  colors  “Mister  Boffo”  and  “WUly  ’n 
Ethel”  for  his  father,  Joe  Martin  of  North 
America  Syndicate  and  Universal  Press 
Syndicate.  He  graduated  recently  with  an 
honors  degree  in  art  from  Lake  Forest 
College  in  Illinois. 

His  daily  and  Sunday  comic’s  initial 
clients  include  the  Chicago  Tribune, 
Houston  Chronicle,  San  Francisco 
Chronicle  and  nearly  100  other  newspa¬ 
pers. 

“Tommy”  can  also  be  viewed  on  the 
World  Wide  Web  at  http;//www.united- 
media.com. 


Laugh  at  the 
competition 

Robert  Goldman's 

Business  humor  columns 

Call  today  for  samples!  Perfect  for  the  business, 
editorial  or  lifestyle  pages. 


Strip  Stars  Boy 
And  His  Dreams 


COMIC  WITH  elements  reminiscent 
of  Winsor  McCay’s  classic  “Little 

- ^  Nemo  in  Slumber- 

I  land”  was  launched 

Oct.  7  by  United 
Feature  Syndicate. 

Jay  Martin’s 
“Tommy”  stars  a 
boy  who  fearlessly 
waits  for  Gus,  his 
laid-back  dream 


,  Hey  Pixel  \ 
look  whaf  ) 
I  found '  / 
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news  service 
(800)238-6196 


PC  surfs  for  sales  in  this  comic  by  Thach  Bui. 
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The  "Crock"  comic  by  Bill  Rechin  and  Don  Wilder  of  North  America  Syndicate  is  marking 
its  20th  anniversary  by  having  the  Maggot  and  Grossie  characters  get  married.  A  "little 
bundle  of  desert  joy”  will  come  later. 


Castaneda  Pens 
Monthly  Column 

A  MONTHLY  COLUMN  on  Latin  Ameri¬ 
can  politics  and  economics  is  being 
ofiered  by  the  New  York  Times  Syndicate. 

The  English  and  Spanish  feature  is  by 
Jorge  Castaneda,  a  native  of  Mexico  who 
has  authored  eight  nonfiction  books.  His 
latest,  about  the  life  of  revolutionary  Che 
Guevara,  will  be  published  next  year  by 
Alfred  Knopf 

C.astaneda’s  column  appears  regularly  in 
Proceso  of  Mexico,  the  Los  Angeles  Times, 
El  Pais  of  Spain,  and  Mainichi  Shimbun  of 
Tokyo.  He  also  does  a  column  for 
Newsweek  International. 

The  writer  has  taught  at  Princeton 
(where  he  received  a  bachelor’s  degree), 
the  University  of  Califomia/Berkeley,  and 
the  National  Autonomous  University  of 
Mexico.  He  holds  a  doctorate  from  the 
University  of  Paris. 

Lovell  Feature  Is 
Offered  by  KRT 

KNIGHT-RIDDER/TRIBUNE  has  picked 
up  Jim  Lovell’s  monthly  column, 
which  began  syndication  earlier  this  year 
(£d?P,June  l,p.60). 

Lovell  is  the  Apollo  13  astronaut  who 
now  advocates  the  need  for  continuing 
U.S.  involvement  in  space. 

‘Manners’  Talks 
Modem  Politics 

JUDITH  MARTIN  HAS  released  a  special 
“Miss  Maruiers”  column  tied  to  the  pres¬ 
idential  election. 

In  the  piece,  the  United  Feature 
Syndicate  writer  takes  on  the  persona  of 
President  Manners  to  address  etiquette’s 
role  in  modem  politics. 

A  California  Pol 
Criticizes  Comic 

Another  politician  beueves  his 

toes  have  been  stepped  on  by 
“Doonesbury”  creator  Garry  Trudeau. 

This  time  the  toes  belong  to  California 
Attorney  General  Dan  Lungren,  who 
blamed  Tmdeau  and  his  fictional  Zonker 
character  for  contributing  to  a  “permissive 
attitude”  toward  drug  use. 

What  riled  Lungren,  a  Republican  aim¬ 


ing  for  the  governorship,  was  a  recent 
series  of  strips  dealing  with  the  use  of  mar¬ 
ijuana  for  medical  purposes.  It  was  a  case 
of  real  life  moving  into  cartoon  land. 

When  Zonker  is  told  of  a  raid  by  state 
narcotics  agents  on  a  San  Francisco  group 
that  provides  marijuana  to  terminally  Ul 
patients,  he  is  horrified.  'The  next  day  he 
learns  that  Lungren  ordered  the  seizure. 

“I  appreciate  political  satire,  but  I  think  I 
know  when  a  line  has  been  crossed,” 
Lungren  said  at  a  Sacramento  news  con¬ 
ference. 

According  to  the  Los  Angeles  Times, 
Lungren  alleged  that  Trudeau’s  depiction 
lends  “credibility  to  a  criminal  enterprise” 
and  glosses  over  the  “skyrocketing”  prob¬ 
lem  of  drug  use. 

He  contended  that  the  Cannabis  Buyers 
Club,  the  target  of  the  bust,  was  dispensing 
marijuana  to  teens  with  no  medical  need 
and  to  adults  with  phony  prescriptions. 

Lungren  fired  off  a  letter  to  Universal 
Press  Syndicate  asking  that  the  disputed 
strips  be  removed  from  sale  or  be  accom¬ 
panied  by  a  disclaimer  disclosing  the 
“known  facts”  about  the  raid. 

Universal  turned  him  down,  the  Times 
reported.  An  executive  at  the  syndicate  said 
the  series  was  satirical,  and  that  Trudeau 
has  also  made  fun  of  Democrats  (including 
former  California  Gov.  Jerry  Brown). 

Lungren  also  reportedly  asked  nine 
California  newspapers  to  kill  the  strips. 
Narda  Zacchino,  Times  associate  editor 


and  vice  president,  said  the  paper  would 
not  do  so. 

The  attorney  general’s  complaint  touch¬ 
es  on  Proposition  215,  a  measure  on  the 
November  ballot  that  would  permit  the 
growing  and  smoking  of  marijuana  for 
medical  use  in  California.  —  M,L.  Stein 

Berryman  Prize 

NOV  1  IS  the  deadline  for  entries  to  the 
National  Press  Foundation’s  sixth 
Berryman  Award  for  editorial  cartooning. 

For  more  information,  contact  the 
Washington,  D.C.-based  foundation  at  202- 
662-7350. 

Halloween  Treat 

A  PACKAGE  OF  four  Halloween  articles 
is  being  offered  by  the  New  York 
'limes  Syndicate. 

Included  is  a  talk  with  stars  of  horror 
movies,  ideas  for  decorating  pumpkins, 
and  advice  on  calming  a  child’s  fears  on  his 
or  her  first  Halloween. 

A  New  Alliance 

PR  NEWSWIRE  IS  joining  with  Feature 
Photo  Service  to  provide  PRN  mem¬ 
bers  with  access  to  the  photo  desks  at 
more  than  600  newspapers  via  the  AP 
PhotoExpress  Network,  with  archival  stor¬ 
age  in  NewsCom. 
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A  story  line  about  Norman  Drabble  becoming  a  cartoonist  for  his  college  paper  gave 
"Drabble”  creator  Kevin  Fagan  of  United  Feature  Syndicate  the  opportunity  to  do  sever¬ 
al  satirical  strips  about  his  profession. 
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Tickets 

Continued  from  page  9 

fer  the  tickets  to  anyone  else. 

The  fax  was  dated  (Thursday)  Sept.  26, 
the  day  before  division  game  tickets  with 
the  Texas  Rangers  ^ere  scheduled  to  go 
on  sale.  However,  some  reporters 
received  their  faxed  invitations  the  next 
day,  four  to  six  hours  before  the  4:30 
p.m.  opening  of  Yankee  Stadium  and 
Ticketmaster  outlets. 

It  noted  that  those  invited  to  the  game 
had  until  the  following  Monday  at  11 
a.m.  to  R.S.VR,  which  was  72  hours  after 
Yankees  fans  were  told  there  were  no 
tickets  available. 

The  letter  from  Steinbrenner  said: 

“I  am  pleased  to  invite  you  to  the  Divi¬ 
sion  Playoff  Series  at  Yankee  Stadium  on 
October  1st  and  2nd. 

“Due  to  the  new  ‘Wild  Card’  format  of 
the  Divisional  Playoffs,  we  had  little 
advance  notice  of  the  playoffs  schedule, 
which  explains  why  I  am  faxing  this  invi¬ 
tation  in  place  of  a  printed  one. 

“1  hope  you  will  join  me  as  we  do  bat¬ 
tle  with  the  Western  Division  Champion. 

“Please  contact  Lisa  Valerioti  at  (718) 
5794585  or  Brian  Smith  at  (718)  579- 
4504  by  1 1  :(X)  a.m.  on  Monday,  Sept.  30, 
1996  to  let  us  know  if  you  are  coming. 

“The  games  are  scheduled  to  begin  at 
8:(X)  p.m.  Please  enter  the  Yankees  Office 
entrance  (next  to  the  press  gate)  where 


you  can  pick  up  your  game  seats  at  the 
table  in  the  lobby” 

Valerioti  said  that  she  and  Smith  did 
not  know  how  the  invitations  were  put 
together. 

“Brian  and  I  are  simply  the  R.S.V.P.  per¬ 
sons,”  she  said  in  a  brief  telephone  inter¬ 
view,  declining  to  identify  any  of  the 
reporters  who  may  have  been  on  the  list. 
“Mr.  Rubenstein  handles  all  the  questions 
relating  to  that.” 

THREAT  TO  MOVE 

Steinbrenner  has  threatened  to  move 
the  Yankees  to  the  Meadowlands  Sports 
Complex  in  New  Jersey,  home  to  the 
New  York  Jets  and  Giants  (football),  if 
the  city  refuses  to  build  a  stadium  in 
Manhattan  or  the  Bronx.  The  Yankees’ 
lease  on  the  Bronx  stadium  expires  in 
2002. 

The  Yankees  owner’s  plans  have  run 
into  political  problems  because  New 
Yoric  is  still  paying  off  the  1973-74  reno¬ 
vation  of  the  Bronx  ballpark,  which  cost 
approximately  $125  million. 

Steinbrenner  has  repeatedly  said  Yan¬ 
kee  Stadium,  a  city  landmaric,  is  too  dan¬ 
gerous  for  people  to  attend,  even  though 
the  team  has  consistently  drawn  over  2 
million  fans  a  year. 

Attendance  for  the  first  two  games  of 
the  division  playoffs  —  an  average  of 
57,(K)0  —  was  the  highest  since  the  ren¬ 
ovated  stadium  opened. 


The  Steinbrenner  letter  that  was  faxed  to  selected  newspaper  people 


Web  Sites 

Continued  from  page  23 

arrives  a  day  or  two  late  due  to  delays. 

Southam  is  sending  out  questionnaires 
to  a  certain  fixed  set  of  those  mail  sub¬ 
scribers  to  see  whether  or  not  they 
would  pay  the  same  $3  for  an  online  edi¬ 
tion  with  no  delay. 

“It  will  probably  be  a  couple  of 
months,  and  then  we  will  analyze  the  sur¬ 
vey  and  see  whether  or  not  we  have  a 
product  there  and  how  much  we  can  get 
for  it,”  Berze  said. 

The  newsstand  is  advertising-based 
currently,  but  Berze  said  Southam  may 
want  to  move  to  a  subscription  model  if 
there  is  a  high  enough  demand. 

“We  will  start  with  it  for  free  for  a 
while  and  maybe  have  users  pay  for  pre¬ 
mium  services  such  as  real-time  stock 
quotes,”  he  said,“but  making  sure  content 
is  kept  in  control  at  all  times.” 

Also  in  development  is  a  personal 
agent  called  Personal  Page  One.  It’s 
specifically  for  consumers  to  search  a 
vast  database  of  Southam  newspapers 
information.  Visitors  will  use  a  login  and 
password  and,  according  to  Berze,  will 
probably  be  launched  for  free. 

The  service’s  truly  unique  offering  is 
the  “Editor’s  Choice”  feature,  which 
offers  visitors  several  top  stories,  precho¬ 
sen  by  editors  in  case  they  don’t  have  the 
time  to  search. 

In  addition,  visitors  can  do  personal 
searches,  with  the  term  searched  for 
highlighted  in  the  copy. 

The  user  can  even  enter  personal 
reminders  like  birthdays,  anniversaries, 
etc.,  and  save  just  about  anything  in  the 
Personal  Information  Store. 

The  user  can  go  back  into  and  retrieve 
whatever  information  is  stored  in  the 
Information  Store. 

“We  believe  serendipity  is  important,” 
said  Berze. 


MSU  Selects  Pro 

The  MICHIGAN  STATE  University 
School  of  Journalism  has  selected 
Detroit  Free  Press  crime  reporter  Lori 
Anne  (Mathews)  Dickerson  as  Freedom 
Forum  Professional-in-Residence  for  the 
school’s  program  on  victims  and  the 
media.  Dickerson,  a  journalism  alumnus, 
class  of  1982,  joined  the  Free  Press  in 
1 984.  Previously,  she  covered  sports  for  the 
Grand  Rapids  (Mich.)  Press. 

The  journalism  school  recently  received 
a  $75.(XX)  grant  fiwm  the  Freedom  Forum 
Foundation  to  support  a  professional-in¬ 
residence  program  for  the  1996^97  academ¬ 
ic  year. 
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Outreach 

Continued  from  page  13 

Because  of  repeated  court  rulings  that 
unmarried  couples  have  no  legal  right  to 
health  care  and  other  benefits  offered  to 
married  couples,  gay  and  lesbian  journal¬ 
ists  have  had  to  rely  on  lobbying  exclu¬ 
sively,  Aaron  said. 

“Our  approach  has  been  gentle  per¬ 
suasion,”  i\arons  said.  “I  think  we’ve  had 
some  successes  —  but  also  a  fair  amount 
of  frustration.  . . .  The  lack  of  a  hammer 
is  sort  of  frustrating.” 

Still,  this  Annual  Convention  of  the 
Naional  Lesbian  and  Gay  Journalists 
Association  convention  served  mostly 
to  highlight  rapid  progress. 

The  convention,  after  all,  was  only  its 
fifth. 

“Until  five  years  ago,”  said  J.  Russell 
King,  deputy  news  editor  of  the  New 
York  Times,  “there  was  no  critical  mass 
of  out  [openly  gay]  journalists  who 
could  talk  about  these  things.” 


Leading  Edge 

Continued  from  page  1 7 

I  found  I  could  get  local  movie  listings 
tailored  to  within  tliree  miles  of  my 
house.  And  MSNBC  did  this  quickly.  It’s  a 
database  management  process  that’s 
very  sophisticated  —  not  just  a  bunch  of 
people  keying  in  information.  Also, 
MSNBC  had  to  have  agreements  with 
movie  chains  and  motivate  them  to 
update  listings  regularly. 

The  database  management  technology 
is  very  cutting  edge.  We  could  use  [it]  to 
facilitate  job  listings.  We  could  do  more 
than  post  jobs  —  we  could  connect  peo¬ 
ple  who  need  jobs  with  vacancies.  We 
can  do  it  today,  but  it  requires  tricks.  We 
are  going  to  be  shocked  by  what  Oracle 
and  Microsoft  are  going  to  do. 

What  do  you  see  ahead  for  the  Net? 

Certain  aspects  frighten  me.The  crime 
potential  is  frightening  and  it’s  going  to 
be  a  challenge.  People  can’t  take  hacking 
too  seriously.  1  live  in  the  middle  of  the 
hoods,  so  I  see  how  organized  they  are. 

1  recently  observed  a  large  group  of 
people  transacting  drugs.  They  were 
lined  up  in  the  alley  with  guards  on  each 
end.  There  were  two  lines  —  one  for 
crack  and  the  other  for  heroin.  They 
searched  folks  in  line.  At  no  point  in  the 
transactions  was  one  person  holding 
drugs  and  money  at  the  same  time, 
except  for  users.  The  drugs  were  hidden 
at  the  end  of  line.  1  thought  some  organi¬ 
zational  genius  was  behind  this. 

The  Net  will  eliminate  geography.  The 
work  is  going  to  have  to  deal  with  the 


negative  side,  as  well  as  the  positive  — 
we  need  to  think  about  both. 

What's  your  advice  for  newspaper  pub¬ 
lishers? 

The  challenge  is  squarely  at  the  feet  of 
the  publisher.  Without  motivation,  their 
papers  don’t  stand  a  chance.  The  Web  is 
more  than  a  threat,  it’s  a  gigantic  oppor¬ 
tunity.  For  small  newspapers,  it  repre¬ 
sents  the  first  time  in  a  hundred  years 
that  they  have  a  fresh,  new  opportunity. 
No  one  is  going  to  get  rich  overnight.  1 
am  impressed  and  motivated  by  the 
majesty  of  the  technology.  It  brings  ben¬ 
efits  and  opportunities  for  business  to  be 
more  effective.  I  can’t  wait. 


Shop  Talk 

Continued  from  page  64 
are  likely  to  read. 

We  find  two  groups  that  offer  oppor¬ 
tunities  for  financial  services  advertisers 
and  label  them  Upper  Crust  and 
Suburban  Savers.  (Each  target  group 
consists  of  several  clusters  with  similar 
characteristics.  Clusters  are  grouped 
under  “umbrella”  labels  for  simplifica¬ 
tion.) 

TARGETED  STRATEGIES 

Because  we  know  a  lot  about  the  peo¬ 
ple  we  want  to  reach,  we  can  create  ads 
and  promotions  for  them.  Besides  age, 
income,  education,  number  of  kids,  we 
know  Upper  Crust  folks  sail  and  use 
online  services.  Suburban  Savers  like  col¬ 
lege  basketball  and  Mexican  food. 

These  characteristics  suggest  to  copy¬ 
writers  and  ad  designers  ways  to  target 
messages.  A  well-designed  ROP  ad  — 
with  the  right  message,  design,  offer  and 
placement  —  is  one  of  the  most  effec¬ 
tive  forms  of  mariceting.  The  ability  to 
design  print  ads  —  especially  with  a 
powerful,  creative  touch  —  can  be  a 
secret  weapon  for  newspapers,  because 
so  few  agencies  are  skilled  at  it. 

PROVE  ROP  VALUE 

One  of  the  most  critical  steps  requires 
changing  people’s  perceptions.  A  view 
too  common  holds  that  newspapers  are 
an  old-style  “mass”  medium,  outdated  in 
today’s  world  of  niche  mariceting.  But 
that  view  couldn’t  be  more  wrong.  As 
our  marketing  sophistication  has 
increased,  we’ve  come  to  realize  that  Old 
South  Metro  is  both  a  mass  and  a  target¬ 
ed  medium.  Our  marketing  research  and 
database  techniques  allow  us  to  demon¬ 
strate  that  we  deliver  a  tai^eted  audi¬ 
ence  more  cost  effectively  than  broad¬ 
casting  or  direct  mail. 

In  the  case  of  our  tai^et  groups  for 


financial  services.  Upper  Crust  accounts 
for  18%  of  the  market,  and  our  newspa¬ 
per  reaches  92%  of  the  group.  Suburban 
Savers  represent  15%  of  the  market  and 
the  paper  penetrates  76%  of  the  group. 

Taken  together,  the  two  groups  with  a 
high  propensity  to  purchase  financial 
services  encompa.ss  33%  of  all  house¬ 
holds  in  the  maiket,  and  a  whopping 
84%  of  Upper  Crust  and  Suburban 
Savers  households  subscribe,  giving  the 
paper  tremendous  “reach.” 

This  is  value  you  can  demonstrate  to 
advertisers.  You  reach  their  target  groups 
and  know  best  how  to  reach  them 
because  you  know  their  media  and  pur¬ 
chasing  habits.  For  instance.  Upper  Crust 
members  read  your  business  news,  and 
Suburban  Savers  tend  toward  the  style 
section.  So  we  can  advise  advertisers 
what  customers  to  target,  how  to  com¬ 
municate  in  terms  of  ad  design,  and  even 
where  in  the  newspaper  they’re  most 
likely  to  read.  We  can  put  together  the 
best  marketing  package  for  the  audience 
by  product:  ROP,  preprints,  niche  publi¬ 
cations. 

ADVERTISER  NEEDS 

With  our  knowledge,  we  have  a  pow¬ 
erful  story  to  tell.  But  to  capture  inter¬ 
est,  you  have  to  focus  on  what  advertis¬ 
ers  need.  Sometimes  that  means  more  lis¬ 
tening  than  talking  in  this  consultative 
selling,  asking  about  customer  files,  com¬ 
petitors,  how  different  locations  per¬ 
form,  and  on  and  on. 

Then  provide  answers.  We  have  the 
readership  and  reach  target  audiences  at 
an  effective  cost.  We  can  improve  ad 
effectiveness  through  creative  skills, 
placements,  promotions.  We  can  help 
design  programs  that  woric,  that  make 
cash  registers  ring  for  advertisers. 

The  Old  South  Metro  example  is  fic¬ 
tionalized,  but  dozens  of  real  newspa¬ 
pers  across  the  country  are  marketing 
similarly  every  day  —  and  it’s  working. 

If  newpapers  invest  in  research  and 
recreate  a  marketing  culture  m  their 
advertising  departments,  they  can  win 
out,  even  in  an  increasingly  competitive 
economy  But  to  stand  out,  newspapers 
have  to  position  themselves  to  reach 
valuable  targeted  markets  with  carefully 
tailored  messages. 


Web  Site 

The  BALTIMORE  SUN  has  launched 
its  new  Web  site  at  http://www. 
sunspot.com/.  The  site  will  feature 
searchable  classifieds,  real-time  sports 
updates,  community  forums  and  a  state¬ 
wide  events  calendar. 
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Heavy- 
^  eight. 


^Yes!  Please  send  me  a  copy  ofthe  1997  U.S.  MARKET  FORECASTS 
'  (Publicatkin  date  ^k3vembcn  1996).  My  payment  is  enclosed. 

Name _ 

Company _ 

Addi— _ 


Rrst  Annual  Edition...the 
1997  U.S.  MARKET 
FORECASTS.  Economic 
and  Demographic  Profiles 
of  14,6^  U.S.  Markets. 

1!^  Easier  to  use,  less  expensive  than  comparable  data 
sources. 

Extensive,  sensible  and  usable  market  data  on  over  11, 000 
towns  and  cities. 

4  Reliable  1997  state  by  state  forecasts  including  population 
and  age,  ethnicity,  household,  education,  money,  irxxime, 
employment  and  retail  sales  (9  categories). 

^  100%  Money-Back  Guarantee.  Return  it  within  15  days  if 
you  are  not  satisfied  and  receive  a  full  refund  of  your  pay¬ 
ment 


City _ 

Phone _ Fax_ 

(In  case  iw  have  questions  atoutyoufoider.i 


(Sony,  no  deliveries  to  RO.  boxes) 

_  State _ Zip _ 


□  My  check  is  enclosed  (payable  to  Editor  &  Publisher  Company). 
Payment  must  be  in  US  Dollars  drawn  on  a  US  bank. 

□  Charge  my  □  MC  □  VISA  □  AMEX 

# _ 


Expiration  Date. 


Signature. 


Your  Business  (Check  one  Category  Only) 

1.  □  Newspaper 

11.3  Service  Industry 

2.  3  Newspaper  Equip.  Mfr. 

12. 3  Unversity^blic  Library 

3.  □  Syndicate/News  Service 

13.  3  Financial 

4.  □  Advertising  Agency 

14. 3  Retail 

5.  3  Public  Ftelations  Firm 

15.3  Public  Transportation 

6.  3  Legal  Firm 

16.3  Individual 

7.  3  Government 

17.3  Publishing  Other  Than 

8.  3  Manufacturer  -  General 

Newspaper 

9.3  Manufacturer- Auto  &  Truck 

18. 3  Real  Estate 

10.3  Manufacturer -Food 

19. 3  Other 

RECYCLED  PAPER 


Payment  must  accompany  all  Ofdeis.  CaNfomia.  District  of  Columbia,  New  Vbilt  and  Ohio  lasidents  must  add  applicable  tax.  Canada  lesidenls  ploDoo  add  GST. 


E&B.  SUBSCRIPTION  CARD 


^^Yes!  Please  rush  me  the 
latest  issue  of  E&P  and  enter  a 
one-year  subscription  (52  Issues 
for  $65)  in  my  name. 


E&B  Subscription  card 


Ygs!  Please  rush  me  the 
latest  issue  of  E&P  and  enter  a 
one-year  subscription  (52  Issues 
for  $65)  in  my  name. 


Name _ 

Company. 

Address _ 

City _ 


A.  YburBuiin8SSia«ckOnly(ta*Ca«B0'yl 

1.  □  Daily  Newspaper 

2.  □  Weekly  Newspaper 

3.  □  CorpyirKiyMssn.  Buying 

Advertising  Space 

4.  □  Advertising  Agency 

5.  □  Newspaper  Rep. 

6.  □  Magazine /Other  Publication 


7.  □  Graphic  Arts /Printing 

Service  /  Newspaper  Supplier 

8.  □  News  Service/ Feature  Syndicate 

9.  □  Publicity  and  Public  Relations 

10. '.3  Ubrary  /  Federal  /  State  and 

Local  Governments 

11.  □  Education:  Students /Teachers 

Other  {Plane  .pvaTyl _ 


Name _ 

Company. 

Address _ 

City _ 


A  Ybiv  Business  lOiKkOnlytbitCalagofvl 
1.  J  Daily  Newspaper 
Z  □  Weekly  Newspaper 

3.  □  Corp y Indy /Vssn. Buying 

Advertising  Space 

4.  □  Advertising  Agency 
5l  □  Newspaper  Rep. 

6.  □  Magazine/Other  Publication 


7.  □  Graphic  Alts /Printing 

Service  /  Newspaper  Supplier 
&  .1  News  Servicaf  Feature  Syndicate 

9.  ^  Publictty  and  Public  Relations 

10. ^  Library /Federal /State  and 

Local  Governments 

11. ^  Education:  Studerrts/ Teachers 

Other  (l^ana  vedlW _ 


B.  Your  Occupation  lOMckOniyQii* 
A  □  Publisher 

B.  J  President 

C.  □  V  President 

D.  □  Editor 

E.  □  General  Mgr. 

F.  □  Business  Mgr. 

G.  □  Controller 

H.  □  Advertising  Mgr. 

I.  □  Sales  Mgr. 

J.  □  Class  Mgr. 

K.  J  Research  Mgr. 

L  □  Promo  Mgr 
M.  □  PR  Mgr. 

O.  □  Prod  Mgr. 

P.  ^  Composing  Mgr. 


Catogory) 

Q  3  Circulation  Mgr. 

R.  □  Editorial  DepL 

S.  3  Advertising  Dept 

T.  3  Circulation  Dept. 

V.  3  Production  DepL 

W.  3  Promotion  Dept. 

X  3  Freelance  Artist  /  Writer 

Y.  3  Newspaper  Dealer/ 

Distributor 

Z.  3  Retired 
AA  3  MIS  Mgr. 

BB.  3  Prepress  Mgr. 

CC.  3  Mailroom  Mgr. 

Other  (PlaaM  apadly) 


B.  Your  Occupation  (OwckOniyQn 
A  3  Publisher 

B.  3  President 

C.  3  V  President 

D.  3  Editor 

E.  3  General  Mgr. 

F.  3  Business  Mgr. 

G.  3  Controller 

H.  3  Advertising  Mgr. 

I.  3  Sales  Mgr. 

J.  3  Class  Mgr. 

K.  3  Research  Mgr. 

L  3  Promo  Mgr 
M.  3  PR  Mgr. 

O.  3  Prod  Mgr. 

P.  3  Composing  Mgr. 


Q  3  Circulation  Mgr. 

R.  3  Editorial  DepL 

S.  3  Advertising  Dept. 

T.  3  Circulation  DepL 

V.  3  Production  DepL 

W.  3  Promotion  DepL 

X  3  Freelance  Artik  /  Writer 

Y.  3  Newspaper  Dealer  / 

Distributor 

Z.  3  Retired 
AA  3  MIS  Mgr. 

BB.  3  Prepress  Mgr. 

CC.  3  Mailroom  k^r. 

Other  (PiMM  xMcMyi 


District  of  Columbia  resklenlsploBao  add  applicable  sales  tax.Canad»nBaidenls  please  add  GST. 

'Vbursubacriplion  is  tax  deductible.  Ij-M’lll 


District  of  Columbia  leaidenls  please  add  applicable  sales  tax.Canada  lesidants  please  add  GST. 
Your  subscription  is  tax  deductUe. 


U.S.  Market  Forecasts 


CIRCULATION  DEPARTMENT 
11  W  19THST 

NEW  YORK  NY  10114-0111 


1 1  W.  19th  Street  •  New  York,  NY  1001 1  •  Phone  (212)  6754380  •  Fax  (212)  929-1259 


FEATURES  AVAILABLE 


ASTROLOGY 


Dcily-Weekly-Monthly  Features 
Camera  Ready.  Time  Data  Syndicate 
(603)  623-7733  or  (800)  322-5101 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


WHEELS  101:  A  weekly  column 
teaching  the  basics  of  buying,  owning 
and  driving  a  car  by  automotive  expert 
Jayne  O'Donnell.  Joe  Hanley,  CRAIN 
NEWS  SERVICE,  Phone:  (212)  254- 
0890.  Fax:  (212)  254-7646. 


I 


FAX  YOUR  AD  TO  US 
AT  (212)  929-1259 


AUTOMOTIVE 


WORLD  OF  COLLECTOR  CARS:  A 
question-and-answer  format  allows  this 
weekly  column  to  cover  the  topics  that 
the  public  wants  to  read  about.  This 
could  be  a  lively  addition  to  an 
autamotive  section  or  a  weekend  life¬ 
style  feature.  Joe  Hanley,  CRAIN 
NEWS  SERVICE,  Phone:  (212)  254- 
0890.  Fax:  (212)  254-7646. 


HEALTH,  SPORTS  &  FITNESS 


ARTICLES,  FILLERS,  MONTHLY 
EDITORIAL  SPECIALS  ALSO 
UCENSED  RIGHTS  TO  PUBUSH 
ESTABUSHED  STAND-ALONE 
HEALTH  &  FITNESS  NEWSPAPER- 
PROTEaED  TERRITORY  MARKETING 
&  TECHNICAL  SUPPORT  PROVIDED 
CALL  (800)  NEW  UVING 
FREE  SAMPLES  AND  RATES. 


IN  A  NUTSHELL:  Award-winning,  700 
words,  weekly.  Free  Samples:  Barbara 
Naness,  119  Washington  Ave.,  Staten 
Island,  NY  10314.  (718)  698-6979. 
http://www.interealm.eom/p/ nutshell 


RURAL  700  word  WEEKLY 
Samples:  Clear  Creek  Features 
Box  35,  Rough  &  Ready,  CA  95975 


She  tickles  funny  bones  end  touches 
hearts.  FAMILY  HUMORIST.  Deb  Di 
Sandro,  (847)  639-1232 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0940. 

(914)  692-4572 
Fax  (91 4)  692-8311 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fax  (409)  295-9624 
PO  Box  1 972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 


WORLD  WIDE  WEB 


World  Wide  Web  feature  column. 
Very  Hot!  CJenerotes  huge  ad  revenue! 
References  and  FREE  sample. 
Contact  CHARLOTTE'S  WEBster 
(800)720-4142 


CALL  ABOUT  OUR  LOW 
CONTRAQ  RATES! 
(212)  675-4380,  EXT.  170 


ANNOUNCEMENTS 


INVESTORS  WANTED 


MEDIA  INVESTOR/PARTNER 
Small  media  company  in  LA's  most 
amazing  location  (demographically 
speaking)  seeks  investor(s)/possible 
partner(s)  to  help  bring  about  con¬ 
tinued  growth.  Community  newspa¬ 
pers,  Web  Site,  TV  show.  Ad  agency. 
No  limits  to  where  this  could  go.  Tell 
me  who  you  are,  leave  FAX  number  to 
receive  more  information,  (310)  476- 
6397,  ext.  163.  This  is  the  one  you've 
been  waiting  fori!  , 


NEWSPAPER  APPRAISERS 


Ap^praisals/Brokeroge 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


Confidential  Ap>praisals 
nationwide  since  1 959. 
W.B.  GRIMES  &  COMPANY 
(301)  540-0636 


KAMEN  &  CO.  GROUP  SERVICES 
WoHdwide  Appraisals  Experts 
(51 6)  379-2797/(81 3)  786-5930 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspxjpers  &  Magazines 
Brokerage  and  Ap>praisals 
Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  BROKERS 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiatians 
tor  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newsprapsers  in  the 
country.  Before  you  consider  sale  ar 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 

Seize  time  by  the  forelock.. 


NEWSPAPER  BROKERS 


BOLITHO  —TAYLOR  MEDIA  SERVICE 
Thomas  C.  Bolitho  —  Gregory  S.  Taylor 
(405)  421-9600 

1 1 7  S.  Broadway,  Ada,  OK  74820 


DAVE  GAUGER 
Sales  &  Apjpraisals 
Gauger  Media  Service,  Inc. 
Box  627,  Raymond,  WA  98577 
(360)  942-3560 


JAMES  W.  HALL,  JR. 
Newspxaper 

Sales,  Apjpraisals,  Consultations 
Jim  Hall  Media  Services 
410  Elm  St.,  Troy,  AL  36081 
(334)566-7198 
Fax  (334)  566-0170. 


JIM  VMEBSTER  &  ASSOCIATES 
Brokers,  Apjpraisers,  Operators 
(817)  599-5785 

31 5  York,  Weatherford,  Texas  76086 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
1 221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  813-9344 


I  Over  700  Sold-Est.  1959 

I  W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 

:  Clarksburg,  MD  20871 

I  Larry  Grimes-Pres.-(301 )  540-0636 
:  Tom  Sexton,  N.Englarvd  (617)  545-6175 
:  Wren  Barnett,  South  (704)  698-002 1 


NEWSPAPER  BROKERS 


PHIIIIPS  MEDIA  SERVICES,  INC. 
Consultants-lnvestments 
Management-Brokers 
P.O.  Box  3308 
Merrifield,VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  Southwest 
and  Middle  America. 

3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fax  (214)  520-6951 


Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-71 96 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPERS  FOR  SALE 


NORTHERN  NEW  ENGLAND 
WEEKLY.  Grossing  $750,000.  Repjly  to 
Box  07941 ,  Editor  &  Publisher. 


COLORADO  SKI  AREA  -  3  profitable 
publications.  Annual  gross  $100K+. 
Excellent  cash  flow.  Live  in  the  beautiful 
Rockies! 

OKLAHOMA  WEEKLY  -  Very  prof¬ 
itable,  fast-growing  market.  Near  Tulsa 
metro.  Annual  SlOOK-f.  Asking 
$90,000,  some  terms.  Tom  Bolitho, 
Bolitho-Toylor  Media  Service. 

Tel:  (405)  421-9600 


NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


FOR  SALE:  DIVERSIFIED  PUBLISHING 
Compxiny.  Includes  niche  publications 
and  directories,  weekly  newspaper, 
Web  Site.  Outstanding  growth 
markets;  unlimited  revenue/profit 
potential.  Projected  '96  revenues 
$350M-$400M;  project  $500M  in 
'97.  Write  Box  07935,  Editor  &  Pub¬ 
lisher. 


HAWAII 

PUBLISH  IN  PARADISE!  $195K  for  a 
profitable  upbeat  manthly  community 
newsmagazine  in  Hawaii.  Solid  reoci- 
ership  and  advertiser  base.  Ten  years 
strong  and  grawing.  (808)  263-3535. 


NEWSPAPERS  WANTED 


FORMER  OWNER  wishes  to  purchase 
rack  publication  or  shopper  doing 
revenues  of  $400,000  to  $750,000 
annually.  Will  purchase  all  cash  or 
terms  to  meet  the  sellers  needs.  No 
brokers  please.  Reply  to  Box  07923, 
Editor  &  Publisher. 


NEWSPAPER  BROKERS 


Boiitho-Cribb  Report:  httpV/www.cribb.com 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank  Tax,  Stock,  Assets 


lohn  T  Cribb  ^  Annette  Park  Drive,  Bozeman,  ^ 
^  Montana  59715:  e-mail  to  jcribbOimt.net 


Bolitho-Cribb 
&  Associates 

Newspaper  Brokerage 
&Appraisal 

406-586-6621 
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ANNOUNCEMENTS 

NEWSPAPERS  WANTED 

NEWSPAPERS  WANTED 

AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers 
to  its  group  of  fine  publications.  Large 
down  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  quality  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 

FACKELMAN  NEWSPAPERS  GROUP  j 
seeks  to  acquire  weekly,  small  daily  j 
newspapers  in  south,  midwest.  We  : 
offer  cash  or  terms.  We  also  offer  i 
experience,  commitment  to  excellent  com-  | 
munity  journalism.  Please  give  us  a  : 
call,  confidentiality  guaranteed.  Marc  1 
A.  Richard,  Newspaper  Service  Co.,  i 
Inc.,  P.O.  Box  910,  Jennings,  LA  ■ 
70546.(318)824-3011.  1 

NEWSPAPERS  WANTED 


NEW  MEDIA  COMPANY  with  operat¬ 
ing  newspapers  seeks  community,  sub¬ 
urban  newspapers,  shoppers, 
alternative  delivery  systems.  Manage¬ 
ment  encouraged  to  remain  and  partic¬ 
ipate  in  investment.  All  inquiries  held  in 
strictest  confidence.  Reply  to  Box 
07688,  Editor  &  Publisher. 


You  have  to  push  yourself  to  the  front  of 
the  line. 

Robert  Campeau 


Run  your  ad  for  12, 
26  or  52  issues  to 
increase  awareness 
while  benefitting 
from  our  low 
contract  rates. 
CaU  (212)  675-4380 


EQUIPMENT  &  SUPPLIES 

CAMERA  &  DARKROOM 

MAILROOM 

SQUeeze  Lens  mfg.  since  1968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration.  Herb  Carlbom 
CKOpHcal  (310)  372-0372. 

CHESHIRE  596  labelling  machine,  j 
Runs  1  -up  to  4-up  labels.  1 2'  conveyar  : 
tielt.  Digital  caunter  timer.  Carnes  with  i 
all  manuals.  Recent  tuneup.  (403)  538-  i 
9716..  i 

NEWSPRINT  FOR  SALE 

ROLLS  ALL  SIZES  25#,  -  28#,  -  30# 
BEHRENS  INT'L,  LTD.  -  N.B.  CAUF. 

(71 4)  644-2661 ,  Fax  (71 4)  644-0283 

HALL  STACKPACK  commercial  stacker,  j 
Eight  years  old.  In  prcxfuction  and  well  j 
maintained.  Call  Syd  Wilson  at  The  j 
Rutland  Daily  Herald,  Rutland,  VT  : 

MAILROOM 

(802)  747-6121,  ext.  248. 

USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 

Refurbished  add  an  pockets  : 

MULLER  MARTINI  227  i 

KANSA  320  and  480  AVAILABLE  : 

PRE-OWNED  MAILROOM  Equipment 

Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 

Call  MidAmerica  Graphics  at  : 

(800)  356-4886.  1 

PRESSES 

QuaMcy  dm  makes  an  knprcsdon  wortdivide 

^  'JiT  Select  from: 

[  ^  .  O  Complete  Presses 

\J  □  Additions  to  Existing  Presses 
□  3<ok>r  Satellites 
ri  □  4-Hi  Arrangements 
a  stacked  Unite 
V  O  trkegrai  Ron  Stand  Units 
O  Half  ^  Quarter  Folders 
J  yJ  □  Cutoff:  20".  21%*.22“.22%* 

O  18,500  CO  .10,000  IPH 

SALES  -  SERVICE  -  PARTS  A  I XA 
Phone:  (770)  552-1528  MLIM 
Fax:  (770)  552-2669  GRAPHCSH 


small  newspaper  in  Georgia. 

(913)  362-0119. 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

2-unit  Continuous  ink  V-1 5A 
w/JF7  folder 

Available  immediately. 
GLOBAL  GRAPHICS,  INC. 

(91 3)  541  -8886  Fax  (91 3)  541  -8960 


METRO  LINER  TOWER 
PRESS  UNITS 
PUBLISHERS: 

A  UNIQUE 
OPPORTUNITY  TO 
RE-EQUIP 

Exclusive  Sale — Outstand  ing 
metro-liner  plant  22”,  560 
MM  cut-off,  updated,  75,000 
cph,  48  Goss  metro-liner 
units,  10  4x1  metro  towers, 
1976-1988  with  excellent 
colour  capacity.  48  45”  Goss 
digital  autopasters 
8  3/2  lap  and  pin  folders  8 
upper  balloon  formers 
8  intermediate,  former 
arrangements  complete  with 
stitchers 

The  very  latest  in  pic  thyristor 
drives  present.  Dampening 
timer  spray  dampners.  Modem 
press  control  systems  all  to  be 
fitted  with  the  most  advanced 
inking  technology  available. 
Printing  Press  Services 
Sellers  Street  Factory 
Preston,  Lancashire 
ENGLAND,  PRl  5EU 
(011-44)  1772-797050 
Fax:  (44)  1772-652300 


FOaOWlNG  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  OF  THE 
PRESSES  INLAND 
IS  CURRENTLY  OFFERING 

•22  3/4'  cut-off  GOSS  COLORLINER 
with  36  printing  couples,  double  3:2 
folder  &  nine  RTF's. 

•7-Unit  GOSS  METRO  with  double  3:2 
folder,  2  half  decks  &  7  RTF's  -  22  3/4'. 
•Sovereign  single  3:2  160-page  folder 
w/double  upper  formers  &  motor,  22 
3/4"  cut-off. 

•6-unit  GOSS  URBANITE  -  1982/75 
vintage,  22  3/4"  cut-off. 

•7-unit  GOSS  COMMUNITY  w/SC 
folder,  22  3/4". 

•2-unit  HARRIS  VI 5D  -  1978  vintage, 
very  clean  &  in  good  condition. 

•8-unit  DAILY  KING  II  with  KJ8A  folder 
&  u.f.  -  1 979  vintage. 

INLAND  NEWSPAPER 
A4ACHINERY  CORPORATION 
(91 3)  492-9050,  Fax  (91 3)  492-621 7 


WANTED  TO  BUY 


CALL  US  -  WE  BUY 
Used  press  ond  mailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fax  (770)  590-7267 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (8(X))  356-4886  or 
Fax  (816)  887-2762. 


INDUSTRY  SERVICES 


NEWS 

MAKES  THE  DIFFERENCE 

•  Ejditpr  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  mokes  the  difference 

EDITOR  &  PUBUSHER 
1 1  West  1 9lh  Street 
New  York,  NY  10011 
(212)  675-4380 


CIRCULATION  CONSULTANTS 


TELEMARKETING 
Save  money/Imprave  results 
or  the  review  of 
your  program  is  FREE 
Outsourcing  Vendor  Management 

ROBERT  T  BURNS 
(703)  356-6625 


CIRCULATION  SERVICES 


ABOVE  THE  CROWD 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing 
Specialists 
(800)  247-2338 


There's  one  good  kind  of  writer  —  a 
dead  writer. 

James  T.  Farrell 


CIRCULATION  SERVICES 


METRO  NEWS  SERVICE,  INC. 

"ResponseABILITY" 
Nationwide  TELEMARKETING 
since  1975 
(800)  950-8475 
Horace  Southward 


BLENKARN 

Yaur  Telemarketing  Partner 
JEFF  BLENKARN  (616)  458-661 1 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBLICATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dove  Chilton  (800)  487-6397 
AUSTIN  NEWS  SERVICES  (National) 


OPERATIONS  CONSULTANTS 


Seasoned  Newspaper  Consultant 
FACIUTIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
Call  (800)  705-6433  to  discuss  your 
challenges  and  opportunities. 

Reality  pushed  to  its  extreme  ends  in 
unreality. 

Jean  Giono 
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INDUSTRY  SERVICES 


E&P’s  Classiheo 

- ►  - 


The  Industry's 
Meeting  Place. 
(212)  67543S0 


PRESSROOM  SERVICES 


HARD  TO  FIND  PRESS  PARTS? 
Largest  Press  Plumbing  Parts  Slock  in 
Country-Overnight.  GREAT  PRICES!  I 
Fillers,  Regulators,  Hoses,  Gauges. 
PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 


A  rose  is  a  rose  is  a  rose. 


Gertrude  Stein 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


PRESSROOM  SERVICES 


DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELECTRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hour  Une  P.O.  Box  1952 
Albuquerque,  NM  87103 


HELP  WANTED 


ADVERTISING 


ADVERTISING  DIREQOR 


ADVERTISING 


CLASSIFIED  ADVERTISING 


ADMINISTRATIVE 

EXECUTIVE  DIRECTOR  -  Creative, 
energetic  executive  director  sought  for 
the  1 1 1  year  old  National  Newspaper 
Association,  national  representative  of 
4,000  weekly  and  daily  newspapers. 
Excellent  business  management  skills 
needed.  A  desire  to  work  with  commit¬ 
tees  of  newspaper  people  and  to  direct 
20  person  staff  in  support  of  an  active 
publisher's  grassroots  network  essen¬ 
tial.  Knowledge  of  public  policy  and 
publishing  technologies  desirable. 
Newspaper  background  helpful.  Apply 
to  NNA  Search  Committee,  c/o  Dalton 
Wright,  NNA,  1525  Wilson  Blvd., 
#550,  Arlington,  VA  22209-2434. 
Application  deadline  Nov.  30,  1 996. 

EXPERIENCED,  hands-on  manager  to 
run  all  aspects  of  Sunday  feature  con¬ 
sortium  of  several  newspapers. 
Responsibilities  include  negotiations 
and  ongoing  contact  work  with  prin¬ 
ters,  syndicates  and  newspaper  clients; 
billing  and  accounting;  forecasting  and 
new  client  development,  and  planning 
and  execution  of  annual  meeting.  Posi¬ 
tion  requires  a  detail-oriented  self¬ 
starter,  who  will  report  to  Executive 
Board  of  newspaper  owners  on  a  regu¬ 
lar  basis.  Please  send  resume  and 
salary  reauirements  to  Box  07933, 
Editor  &  Publisher. 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

Here's  your  opportunity  to  join  the 
fastest  growing  newspoper  group  in 
the  Rocky  Mountains. 

We  are  seeking  a  bright,  energetic 
individual  who  relishes  a  challenge 
with  commensurate  rewards.  You  must 
understand  the  advertising  sales  pro¬ 
cess,  exhibit  excellent  verbal  and  writ¬ 
ing  communication  skills,  plus  have  the 
ability  to  motivate  and  lead  a  staff  of 
20+. 

Area's  of  responsibility  will  include 
sales  development,  sales  and  prod¬ 
uction  management,  budgeting  and 
personnel  administration.  Management 
experience  preferred. 

Please  include  cover  letter  with  your 
resume  describing  why  you  are  the 
right  person  for  this  position. 

Send  to: 

Publisher 
P.O.  Box  6281 
Vail,  CO  81658 


Our  group  of  weeklies  in  Midwest 
seeks  experienced  Ad  Director  to  leod, 
coach,  and  teach  our  1  5  outside 
salespeople.  Must  be  a  motivated 
achiever  and  have  a  desire  to  reach 
goals.  Our  salespeople  sell  into  multi¬ 
ple  papers  and  need  a  strong  leader 
with  proven  marketing  skills.  This  key 
position  is  challenging  and  com¬ 
petitive,  but  the  rewards  are  there.  If 
you're  ready  to  move  up,  then  send 
your  resume  to:  Box  07939,  Editor  & 
Publisher. 


ADVERTISING  MANAGER:  We  need  a 
high  energy  individual  to  manage  the 
advertising  department  at  the  News 
Messenger,  9,500  circulation  daily  in 
the  piney  woods  of  East  Texas.  This 
management  opportunity  requires  the 
ability  to  be  a  hands-on  leader  with 
exceptional  selling  skills.  Send  cover  let¬ 
ter  and  resume  to  Reg  Durant,  pub¬ 
lisher,  P.O.  Box  730,  Marshall,  TX 
75671.  Tel:  (903)  935-7914. 

ADVERTISING  SALES  MANAGER 

Advertising  sales  manager  position  at 
The  Syracuse  Newspapers,  the  largest 
print  medium  in  Central  New  York.  Suc¬ 
cessful  candidate  will  direct  the  sales 
efforts  of  nine  inside  classified  sales 
representatives.  Responsibilities  include 
initiating  new  sales  programs,  leading 
and  motivating  the  sales  staff,  setting 
goals  and  developing  incentive  pro¬ 
grams.  The  candidate  should  be  results 
driven,  and  possess  strong  verbal  and 
written  communication  skills  and  hove 
the  ability  lo  motivate  a  seasoned  sales 
staff.  Classified  sales  management 
experience  in  inside  sales  or  telemarket¬ 
ing  a  plus.  We  offer  an  excellent  salary 
and  benefit  package  including  paid 
medical,  dental  and  eyewear  cov¬ 
erage.  This  is  an  excellent  opportunity 
to  lead  a  successful,  dynamic  advertis¬ 
ing  sales  team.  Please  send  cover  letter 
and  resume  to:  AD  #5338,  The 
Syracuse  Newspapers,  P.O.  Box  4915, 
Syracuse,  NY  13221. 

CLASSIFIED  ADVERTISING  MANAGER 
Responsible  for  growth  of  revenue  from 
Private  Parly,  Real  Estate,  Automotive, 
and  Employment.  Three  years  plus 
management  experience  and 
demonstrated  knowledge  of  Classified 
Advertising.  Competitive  salary,  and 
bonus.  Send  resume  and  cover  letter: 

Human  Resources 
The  SUN 
P.O.  Box  259 
Bremerton,  WA  98337 
EOE 


MANAGER 

We  are  a  growing  group  of  award¬ 
winning  suburban  community  newspa¬ 
pers,  weekly  circulation  of  165,000,  in 
affluent  Long  Island,  NY.  We  seek  a 
hands-on  manager  to  lead  and 
motivate  our  team  of  telemarketers  and 
outside  sales  reps.  You  will  be  responsi¬ 
ble  for  planning,  promoting  and 
marketing  of  our  classified  and  real 
estate  section,  as  well  as  creating  new 
products  and  new  revenue  sources. 

You  should  hove  a  record  of  successful 
classified  sales  management,  be  com- 
uter  literate,  well-organized,  and 
ove  good  written  and  oral  communi¬ 
cation  skills.  Experience  in  non-daily 
publications  and  competitive  markets  a 
plus.  Excellent  compensation  package 
including  401  (k)  and  health  plans. 

Send  resume,  salary  history  to:  Richner 
Communications,  379  Central  Ave., 
Lawrence,  NY  11559;  Fax  (516)  569- 
4942,  Attn:  Clifford  Richner. 

DISPLAY  ADVERTISING  MANAGER 

The  Valdosta  Daily  Times  a  22,000 
daily  morning  newspaper  with  several 
secondary  and  niche  products  is  look¬ 
ing  for  a  candidate  to  develop  market 
strategies  for  our  rapidly  growing 
market,  assist  in  motivation,  training 
and  staff  development. 

Compensation  package  includes 
401  (k)  health  plans,  and  paid  vaca¬ 
tion.  Send  resumte  with  salary  require¬ 
ments  to  The  Valdosta  Daily  Times, 
Attention  Larry  Boatwright,  P.O.  Box 
968,  Valdosta,  GA  31603. 

It’s  A  Classified 
Secret! 

We'll  never  reveal  the 
identity  of  an  E&P  box 
holder. 

If  you  don't  want  your  reply  to  go 
to  certain  newspapers  (or  com¬ 
panies),  send  your  reply  in  an 
envelope  to  the  E&P  Classified 
Department  with  an  attached  note 
listing  the  newspapers  or 
companies  you  do  not  want  the 
reply  to  reach.  If  the  Box  Number 
you're  answering  is  on  your  list, 
We'll  discard  your  reply. 


ADVERTISING 


ADVERTISING 


SALES  PROFESSIONALS  NEEDED 

THE  WASHINGTON  POST,  one  of  the  Nation's  premier  newspapers,  is 
looking  for  a  few  dedicated  professionals  to  join  our  sales  team!  If  you 
want  a  professional  position  utilizing  your  outstanding  sales  skills,  then 

READ  ON! 

The  ideal  candidate  for  these  positions  will  have  a  minimum  of  3-5 
years  prior  media  advertising  sales  experience  and  a  consistent  track  record 
of  sales  achievement.  Management  experience  and  a  solid  educa¬ 
tional  background  is  a  plus. 

Primary  responsibilities  will  include  managing  and  developing  diverse 
segments  of  advertising  accounts  and  designing  effective  business 
strategies  for  our  advertisers. 

If  you  have  the  drive,  the  energy  and  a  commitment  to  professionalism, 
and  feel  you  can  meet  the  challenge  of  these  sales  positions,  please 
send  your  resume  for  confidential  consideration  to: 

^etoa9^ton|)ost 

ATTN:  PERSONNa./SALES 
1150  15th  Sikeet,  NW,  Washington,  DC  20071 

We  are  committed  to  diversity  in  the  workplace 
_ and  promote  a  drug-free  work  environment. _ 
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ADVERTISING 


ADVERTISING 


HELP  WANTED 


ADVERTISING 


DISPLAY  ADVERTISING 
DIREOOR 

Due  to  promotion,  there  is  a  career 
opportunity  for  on  experienced  Display 
Advertising  Manager  at  a  40,000+ 
daily  newspaper  in  central  Washing¬ 
ton  state.  We  focus  on  revenue  goal 
achievement  in  an  environment  that  max- 
imizes  work  place  satisfaction. 
Responsibilities  include  direct  man¬ 
agement  of  Retail,  Major  Accounts  and 
C^tside  classified  sales  staff  as  well  as 
development  of  new  products  and 
revenue  generating  ideas. 
Qualified  candidate  must  be  an 
aggressive  advertising  sales  pro¬ 
fessional  with  proven  sales  and  lead¬ 
ership  experience,  a  history  of  increas¬ 
ing  ad  revenues,  and  strong  communi¬ 
cation  skills.  Send  or  fax  resume,  cover 
letter  and  salary  history  to:  Kay  Gauze, 
HR  Director,  Yakima  Herald-Republic, 
P.O.  Box  9668,  Yakima,  WA  98909. 
Fax:  (509)  577-7722.  A  member  of 
the  Seattle  Times  group.  EOE. 

ADVERTISING/CIASSIFIED 
AD  MANAGER 

Do  you  have  at  least  two  years  experi¬ 
ence  selling  classified  ads  or  managing 
a  classified  ad  team?  Are  you  ready 
for  a  new  challenge?  Do  you  want  to 
be  part  of  one  of  the  IJ.S.'s  most 
dynamic  newspaper  organization? 
Philadelphia  Weekly,  Pennsylvania's 
largest  audited-circulated  weekly 
newspaper,  is  seeking  a  Classified  Ad 
Manager  to  join  its  staff  who  is 
creative,  energetic  and  has  what  it 
takes  to  train  and  build  a  great  team.  If 
you're  ready  to  move  ahead,  contact 
Joseph  Trachtmon,  Philadelphia 
Weekly,  1701  Walnut  St.,  Philadel¬ 
phia,  PA  19103.  Tel:  (215)  563-7400, 
ext.  166. 


ADVERTISING 


_ ADVERTISING _ 

MANAGE 
REAL  ESTATE 
ADVERTISING  SALES 
IN  A  MULTIMEDIA 
COMPANY 

The  Daily  Press,  Inc.  is  seeking  an 
innovative  Sales  Manager  who  is  a  pro¬ 
ven  leader  to  manage  our  classified 
real  estate  advertising  team  and 
coordinate  with  online  staff  to  develop 
programs  and  market  places  that  will 
generate  new  revenue. 

Must  have  a  college  degree  in  busi¬ 
ness,  marketing  or  a  related  field  and 
a  minimum  of  five  years  in  sales  and 
supervisory  experience  is  preferred. 

Newspaper  advertising  and  operations 
knowledge  as  well  as  excellent  verbal 
and  written  communication  skills 
required. 

Successful  candidate  will 
have  working  knowledge  of  PCs  or 
Macs  and  office  software  programs, 
recognize  the  potential  of  interactive 
media  and  hove  a  valid  driver's  license 
with  a  dependable  source  of  trans¬ 
portation. 

Please  contact  us  by  e-mail 
at  lallen@tribune.com  or  send  your 
resume  to: 

Human  Resources 
The  Daily  Press 
7505  Warwick  Blvd. 

Newport  News,  VA  23607 


ADVERTISING 


EXTRA!  EXTRA!  EXTRA!  EXTRA!  EXTRA!  EXTRA! 


The  Washington  Post,  a  leader  in  the  newspaper  industry,  has 
opened  an  office  in  L.A.  As  a  result  of  our  expansion,  we  are 
looking  for  candidates  to  fill  a  crucial  position  in  our  new  office. 

OUTSIDE  SALES  REPRESENTATIVE  -  RECRUITMENT 
Be  responsible  for  growing  a  critical  segment  of  The  Washington 
Post's  national  recruitment  advertising  segment.  Requirements 
for  this  high-profile  position  include:  3-5  years  of  sales  or 
marketing  experience;  proven  ability  to  work  independently 
with  the  drive,  initiative  and  assertiveness  to  develop  new 
business;  knowledge  of  the  human  resource  industry;  and 
excellent  presentation  skills  also  required.  Must  be  goal-oriented 
and  results  driven  with  minimum  supervision  required.  Requires 
heavy  travel  schedule. 

If  you  have  the  initiative,  drive  and  enthusiasm  to  meet  the 
challenges  offered  in  this  exciting  expansion  office,  please  send 
your  cover  letter  and  resume  in  confidence  to: 

The  Washington  Post 

1 150  15th  St..  NW.  SBM/RECLA  Wcashington.  DC  20071 

We  are  committed  to  diversity  in  the  workpiace 
and  promote  a  drug-free  work  environment. 


DETROIT  NEWSPAPERS 
NEW  MEDIA  DEPARTMENT 

Detroil  Newspapers,  agent  for  The 
Detroit  News  and  Detroit  Free  Press,  is 
a  partnership  owned  equally  by 
Knight-Ridder  and  Gannett.  Detroit 
Newspapers  conducts  the  business 
operations  (advertising,  circulation, 
marketing  and  production)  of  The 
Detroit  News  and  Detroit  Free  Press. 
Detroit  Newspapers  recognizes  the 
value  of  a  diverse  workforce.  We  are 
committed  to  equal  employment  and 
development  opportunities. 

ADVERTISING 

MANAGER 

The  small  but  expanding  New  Media 
department  of  Detroit  Newspapers  has 
an  immediate  opening  for  a  results- 
oriented  advertising  professional  to 
bridge  the  gap  between  interactive 
advertising  on  the  World  Wide  Web 
and  the  traditional  world  of  newspa¬ 
pers.  As  the  business  agent  for  the 
Detroit  News  and  Detroit  Free  Press, 
Detroit  Newspapers'  New  Media 
department  offers  on  exciting  work 
environment,  competitive  compensation 
and  excellent  benefits. 

The  Advertising  Manager  is  responsi¬ 
ble  for  generating  revenue  for  the 
interactive  editions  of  The  Detroit  News 
and  the  Detroit  Free  Press,  as  well  as 
related  products  Responsibilities 
include:  selling  interactive  ads  to  new 
advertisers;  working  with  newspaper 
advertising  representatives  and  man¬ 
agers  to  sell  interactive  ads  and  related 
services  to  newspaper  customers; 
coordinating  national  and  regional 
advertising  purchases  with  agencies 
and  national  representatives;  manag¬ 
ing  relationships  with  sales  vendors 
and  formulating  and  articulating  New 
Media  strategy,  in  conjunction  with  the 
Director/New  Media  and  the  Product 
Development  Manager. 

The  ideal  candidate  will  have  experi¬ 
ence  and  hove  demonstrated  success  in 
advertising  sales  with  the  ability  to 
manoge  projects  and  processes.  The 
candidate  must  be  comfortable  and 
familiar  with  the  World  Wide  Web 
and  commercial  online  services.  Expe¬ 
rience  selling  services  or  products 
online  would  be  useful,  as  would 
supervisory  skills.  College  degree  (or 
equivalent)  required,  MBA  helpful.  Out¬ 
standing  communications  and  pres¬ 
entation  skills  are  essential. 

This  full-time  position  offers  an 
excellent  compensation  and  benefits 
package,  a  diverse  and  challenging 
environment  and  opportunities  for 
career  development. 

Please  send/fax  your  resume,  noting  your 
salary  requirements  to: 

Detroit  Newspapers 

Human  Resources/ 

New  Media  Position 
61 5  W.  Lafayette  Blvd. 

Detroit,  Ml  48226 
Fax:  (313)  223-3209 
Equal  Opportunity  Employer 


DEPUTY  AD  DIREaOR 
The  Post-Tribune,  located  in  Zone  5 
and  a  member  of  a  Fortune  500  Cor¬ 
poration,  is  searching  for  a  Deputy  Ad 
Director  -  Retail  Advertising  that  thrives 
on  the  challenge  of  a  highly  com¬ 
petitive  market.  The  candidate  is 
required  to  develop  and  implement 
creative  sales  strategies  for  retail 
advertising;  supervise  and  develop  13 
account  executives. 

The  ideal  candidate  will  have  5+  years 
experience  in  marketing/sales  and  2+ 
years  experience  with  budget  devel¬ 
opment. 

We  are  an  equal  opportunity  employer 
and  understands  the  benefits  of  a 
diverse  workforce.  Qualified  and 
interested  candidates  should  forward 
their  resume  to: 

Human  Resources  Department  DADV 

Post-Tribune 
1 065  Broadway 
Gary,  IN  46402 

ACADEMIC 

SENIOR  JOURNALIST 
The  School  of  Journalism  and  Mass 
Communication  at  the  University  of 
Wisconsin-Madison  seeks  a  senior 
media  professional  for  a  tenured  posi¬ 
tion  beginning  fall  1997.  We  want 
someone  with  at  least  ten  years  of  subs¬ 
tantial  journalistic  experience  and 
national  prominence.  Master's  degree 
required,  and  teaching  experience 
desirable.  Primary  teaching 
responsibilities  are  in  undergraduate 
and  graduate  professional  training. 
Versatility  in  subject  matter  expected. 
Computer-aided  reporting  a  plus. 
Intellectual  contribution  to  the  field  will 
be  expected,  through  books  or  articles 
in  major  media. 

Send  applications,  vitae,  and  names 
(only)  of  references  by  Feb.  1 ,  1 997,  to 
Prof.  William  B.  Blankenburg,  Search 
Committee  Chair,  School  of  Journalism 
and  Mass  Communication,  821  Uni¬ 
versity  Avenue,  Madison,  Wl  53706. 
Women  and  minorities  are  particularly 
invited  to  apply.  The  University  of  Wis¬ 
consin  is  an  equal-opportunity,  affirma¬ 
tive-action  employer.  Unless  confiden¬ 
tiality  is  requested  in  writing,  informa¬ 
tion  regarding  applicants  and 
nominees  must  be  released  upon 
request.  Finalists  cannot  be  guaranteed 
confidentiality. 

JOURNALISM:  To  begin  August  1997. 
Tenure-track  assistant  or  early  associ¬ 
ate  professor  to  teach  journalism  as 
part  of  a  communication  department  in 
a  liberal  arts  college,  with  programs  in 
speech  communication,  journalism, 
public  relations  and  broadcasting. 
Ph.D.  or  A.B.D.  with  teaching  experi¬ 
ence  preferred.  Teach  basic  journalism 
courses  including  history,  law  and 
ethics.  Ability  to  teach  related  courses 
in  other  programs  is  a  plus.  Strong  com¬ 
mitment  to  undergraduate  teaching, 
including  attention  to  individual  stu¬ 
dents  and  to  supervising  weekly  student 
newspaper  and  intern^ips.  Review  of 
applications  will  begin  on  November  1 
and  continue  until  the  position  is  filled. 
Send  letter  of  application,  resume,  and 
at  least  three  references  to  Lynn  Hinds, 
chair.  Communications  Department, 
Drury  College,  900  North  Benton, 
Springfield,  MO  65802,  tel:  (417) 
873-7441  AA/EOE. 
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HELP  WANTED 

ACADEMIC 


THE  AMERICAN  UNIVERSITY  in  Cairo 
invites  applications  for  openings  on  the 
faculty  of  the  Department  of  Journalism 
and  Mass  Communication: 

1)  CHAIR  OF  THE  DEPARTMENT:  The 
department  is  professionally-oriented 
with  over  300  majors,  offering  B.A. 
sequerices  in  journalism,  broadcast 
journalism,  photojournalism,  and  inte¬ 
grated  marketing  communications 
(IMC),  as  well  as  M.A.  programs  in 
television  journalism  and  for  mass 
media  and  public  information  pro¬ 
fessionals.  Housed  in  School  of  Busi¬ 
ness,  Economics  and  Communication, 
the  department  has  10  full-time  and  6 
adjunct  faculty.  Computerized  facilities 
include  news,  graphics  and  photo  labs, 
state-of-the-art  radio  and  television 
studios,  and  faculty  offices  linked  to  the 
campus  network  and  the  Internet.  We 
are  seeking  candidates  with  a  cos¬ 
mopolitan  outlook,  significant  pro¬ 
fessional  experience,  an  M.A.  or 
(preferably)  Ph.D.,  and  demonstrated 
strengths  in  teaching,  academic  and  pro¬ 
fessional  publication,  and  academic 
administration.  Experience  abroad, 
especially  in  a  developing  country,  is  a 
major  plus. 

2) All-around  JOURNALISM  FACULTY 
needed  with  substantial  relevant  pro¬ 
fessional  backgrounds  and  teaching 
strengths  in  core  journalism  skills 
courses,  as  well  as  special  depth  in  one 
or  more  of  the  following  fields:  com¬ 
puter-based  editing  and  layout,  PR/ 
advertising  (as  integrated  marketing 
communication),  advanced  reporting, 
international  journalism,  and  introduc¬ 
tion  to  mass  communication.  Strong  com¬ 
puter  familiarity  especially  welcome. 
Minimum  expectation  of  ten  years  pro¬ 
fessional  experience  and  M.A.  degree. 
Ph.D.  preferred. 

For  positions,  fluency  in  English,  the 
language  of  instruction,  is  required. 
Normal  teaching  load  is  9  hours  per 
semester.  Appointment  may  be  made 
at  the  Assistant,  Associate  or  Full  Pro¬ 
fessor  rank  depending  on  qualifica¬ 
tions  and  experience.  Two-year 
appointments  (renewable)  begin  Sep¬ 
tember  1997.  For  expatriates,  housing, 
round-trip  air  travel  to  Egypt,  plus 
schooling  for  up  to  two  children 
included. 

Write  with  curriculum  vitae  to:  Dr. 
Andrew  Kerek,  provost.  The  American 
University  in  Cairo,  866  United 
Nations  Plaza,  Suite  EP-517,  New 
York,  NY  10017,  preferably  before 
November  30,  1 996. 

AUC  is  an  equal  opportunity  employer. 

SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 


_ ACADEMIC _ 

INDIANA  UNIVERSITY  -  The  School  of 
Journalism  is  seeking  creative  people 
with  professional  experience  in  print, 
broadcast,  visual,  or  online  communi¬ 
cation  who  are  interested  in  becoming 
part  of  a  new  generation  of  journalism 
teacher/ scholars. 

Indiana  University  has  established  a 
Knight  Fellows  program  for  new 
doctoral  students.  Suppo''ted  by  a 
major  grant  from  the  Knight  Founda¬ 
tion,  Knight  Fellows  will  be  selected  in 
each  of  the  next  three  years  to  become 
part  of  the  Ph.D.  program  at  the 
School  of  Journalism  in  Bloomington. 
The  School  will  provide  Knight  Fellows 
with  four  years  of  support,  including 
full  tuition,  medical  insurance  and  an 
annual  $15,000  stipend. 

Knight  Fellows  will  join  faculty  in 
research  to  test  new  ways  to  prepare 
students  to  communicate  on  paper, 
online,  and  on  air  for  multimedia 
enterprises.  The  goal  of  the  program  is 
to  help  shape  the  future  of  journalism 
education,  refining  professional 
practices,  values  and  ethics  for  an  ins¬ 
tantaneous  digital  world.  In  addition, 
Knight  Fellows  will  be  expected  to  fulfill 
the  requirements  of  the  doctoral  pro¬ 
gram,  providing  the  foundation  for  a 
scholarly  career  in  teaching  and 
research. 

Knight  Fellows  will  assist  professors  in 
teaching  for  the  first  year  and  will  hove 
responsibility  for  teaching  one  course  a 
semester  for  the  next  three  years.  At 
the  end  of  the  Fellows'  first  year,  they 
will  attend  the  one-week  national 
teaching  workshop  that  the  School  of 
Journalism  directs  for  beginning  jour¬ 
nalism  teachers.  To  diversify  and 
enrich  their  experience,  the  Knight 
Fellows  will  spend  two  weeks  for  each 
of  their  first  three  summers  ot  organiza¬ 
tions  known  for  innovation  and 
excellence  in  forms  of  mass  communi¬ 
cation-including  multi-media  environ- 
ments-the  Fellows  have  not  practiced. 

Diversity  in  the  next  generation  of 
teacher/scholar  in  journalism  is  an 
important  goal  of  the  progrom.  Minor¬ 
ity  candidates  are  urged  to  apply. 

A  master's  degree  is  required.  Candi¬ 
dates  should  also  have  professional 
experience  in  print,  broadcast,  visual 
or  online  communication.  Applications 
should  include  a  statement  outlining 
reasons  for  applying  to  the  program, 
resume,  three  letters  of  reference  and 
examples  of  scholarly  or  professional 
work.  Certified  copies  of  Graduate 
Record  Exam  scores  and  transcripts 
from  work  at  other  universities  are  also 
required. 

Deadline  for  applications  is  January 
15,  1997.  Completed  applications 
should  be  sent  to  the  Director  of  Grad¬ 
uate  Studies,  School  of  Journalism, 
Indiana  University,  Bloomington,  IN 
47405.  Formal  application  materials 
can  be  obtained  by  writing  the  Director 
of  Graduate  Studies  or  calling  (812) 
855-1669  or  (812)  855-1701.  E-mail 
to:  knighti@journalism.indiana.edu. 
Please  indicate  your  interest  in  the 
Knight  Fellows  program.  Late  applica¬ 
tions  will  be  considered  until  all  Knight 
Fellows  have  been  selected. 


_ CIRCULATION _ 

ZONE  2:  Retail  Distribution  Supervisor 
needed  for  operations  in  the  single 
copy/ rack  department.  Should  possess 
good  communication  skills,  superior 
work  ethic  and  the  ability  to  work  early 
hours.  Responsible  for  16-26  person¬ 
nel.  Degree  a  plus.  Send  resume, 
salary  requirements  and  cover  letter  to 
HR  Department,  Box  70244,  Washing- 
ton,  DC  20024.  Fox  (202)  889-9209. 

CIRCULATION  DIREaOR 

New  England 

This  New  England  7-day  AM  newspa¬ 
per,  100,000-t-  circulation,  seeks  an 
energetic,  growth-oriented  circulotor 
with  experience  in  all  circulation  dis¬ 
ciplines. 

The  successful  candidate  must  have  a 
roven  record  of  circulation  growth, 
udget  preparation  and  expense  man¬ 
agement  skills,  and  a  demonstrated 
ability  to  lead  and  motivate  a  staff  of 
over  250  to  achieve  our  standards  of 
exceptional  service  and  retention.  A 
minimum  of  10  years  circulation  man¬ 
agement  and  1 5  years  industry  experi¬ 
ence  is  required. 

We  offer  an  exceptional  salary  and 
benefits  package.  Interested  canaidotes 
should  submit  resume  with  cover  letter 
and  salary  history  to  Box  07926, 
Editor  &  Publisher 


_ CIRCUIATION _ 

CIRCULATION  DIREQOR 

for  a  fast  growing  30,000  circulation 
Nortliern  Virginia  7-day  daily.  Candi¬ 
dates  must  hove  a  minimum  of  5  years 
of  circulation  management  experience 
in  a  competitive  market.  A  proven 
record  of  circulation  growth,  budget 
preparation,  expense  management 
and  the  ability  to  be  a  hands-on  man¬ 
ager  is  a  must!  Excellent  pay  and 
benefits.  This  is  a  key  position  on  an 
aggressive  marketing  team  for  a  very 
results  driven  company.  Send  resume, 
salary  history  and  references  to  Pub¬ 
lisher,  the  Potomac  News,  P.O.  Box 
2470,  Woodbridge,  VA  22193. 

CIRCULATION  SALES  MANAGER 

The  Daily  News,  a  25,000  circulation 
afternoon  family-owned  daily  located 
in  western  Pennsylvania,  seeks  an 
aggressive,  marketing-oriented  indi¬ 
vidual  to  develop  and  implement 
customer  acquisition  and  retention 
programs.  Applicants  must  be 
aggressive,  possess  good  communica¬ 
tion  skills,  and  hove  a  solid  sales  and 
marketing  background.  Operational 
experience  is  a  plus.  This  position  is  a 
good  career  step  for  current  District 
Managers.  Send  resume  with  salary 
history  to:  Chris  Miles,  chief  financial 
officer.  The  Daily  News,  409  Walnut 
Street,  McKeesport,  PA  1 51 32. 


ACADEMIC 


ACADEMIC 


CHAIR 

DEPARTMENT  OF  JOURNALISM 
Ball  State  University 
Mlncie.  Indiana 

Nominations  and  applications  are  invited  for  CHAIRPERSON  of  the 
DEPARTMENT  OF  JOURNALISM.  The  CHAIR  provides 
professional,  intellectual,  and  administrative  leadership  for  a  department 
that  includes  25  full-time  faculty  and  over  900  students.  The  Department  is 
one  of  four  that  comprises  the  College  of  Communication,  Information 
and  Media. 

MINIMUM  QUALIFICATIONS:  Master's  degree  with  exceptional  aca¬ 
demic  or  professional  experience  commensurate  with  an  associ¬ 
ate  or  full  professor  level;  knowledge  of  ACEJMC  accreditation  stan¬ 
dards;  capable  of  fostering  programs  in  the  department's  seven 
sequences;  advertising,  journalism  graphics,  magazine,  news- 
editorial,  public  relations,  photojournalism,  and  secondary  education. 

PREFERRED  QUALIFICATIONS:  Earned  doctorate  degree; 
combination  of  teaching,  professional  and  administrative  experience,  as 
well  as  record  of  scholarly  research.  Salary  is  competitive  with  national  pro¬ 
grams  and  commensurate  with  the  candidate's  qualifications. 

Bai.i.  State  University  has  an  enrollment  of  19,000  students  and  is 
located  one  hour  northeast  of  Indianapolis.  The  Department  of  Journal¬ 
ism's  strengths  include  state-of-the-art  technology,  numerous  computer 
labs,  nationally  recognized  student  publications  and  organizations, 
and  an  outstanding  reputation  for  alumni  achievement  in  the  commu¬ 
nications  industry. 

Send  letter  of  application,  curriculum  vitae,  transcripts,  and  the  names 
and  telephone  numbers  of  three  references  to:  Professor  Robert 
Gustafson,  Search  Committee  Chair,  Department  of  Journalism,  Ball 
.State  Univer.sity.  Muncie,  IN  47306.  Review  of  applications  begins 
January  7,  1997,  and  continues  until  the  position  is  filled. 

BALt.  State  is  an  Equal  Opportunity,  Affirmative  Action  Employer  and  is 
strongly  and  actively  committed  to  diversity  within  its  community. 
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HELP  WANTED 


_ CIRCULATION _ 

HOME  DELIVERY  MANAGER  (Zone 
level)  for  the  St.  Petersburg  Times. 
Oversees  8-10  full-time  managers  and 
indirectly  manages  120  carriers.  Daily 
circulation  50,000.  Candidates  should 
have  at  least  five  years  management 
experience  and  a  proven  track  record 
engineering  innovations  in  delivery 
service,  product  control  and  market 
development.  Responsibilities  include 
budget  and  project  management. 
Knowledge  of  marketing  an  asset. 
Experience  with  large  distributian  cen¬ 
ters  helpful.  Computer  skills  a  must. 
Excellent  communications  skills  ond 
ability  ta  mativate  staff  required. 
Degree  preferred.  Reply  to  St. 
Petersburg  Times,  490  1st  Ave.  South, 
St.  Petersburg,  FL  33701,  Attn; 
Michelle  Kiewit,  Human  Resources. 

'  HOME  DEUVERY  .MANAGER 

Northern  New  England  AM  Daily/ 
Sunday  40,000-1-  is  looking  for  a 
Home  Delivery  Manager  with  extensive 
circulation  management  experience. 

The  ideal  candidate  will  hove: 

•  Excellent  problem  solving, 
organizational  and  people  skills 

•  High  energy  with  the  ability  to 
handle  multiple  projects 
simultaneously,  with  strong  follow 
through  skills 

•  Revenue/Expense  forecasting 
experience 

•  Previous  word-processing  and 
spreadsheet  skills 

•  Undergraduate  degree  or 
equivalent  management 
experience. 

Position  offers  competitive  salary  incen¬ 
tive  and  benefit  package. 

Please  send  resume,  cover  letter  and 
salary  history  to: 

Robert  T.  Snyder 
Circulation  Director 
Sun-Journal/ Sunday 
1 04  Park  Street 
Lewiston,  ME  04240 

ZONE  2:  Distribution  Supervisor 
needed  for  multi-title  newspaper 
department.  Should  possess  good 
communication  skills,  superior  work 
ethic  and  the  ability  to  work  early 
hours.  Responsible  for  20-30  person¬ 
nel.  Degree  a  plus.  Send  resume, 
salary  requirements  and  caver  letter  fo 
HR  Department,  Box  70244,  Washing- 
ton,  DC  20024.  Fox  (202)  889-9209. 

DESKTOP  PUBUSHING 

DESKTOP  PUBLISHER  needed  to 
assume  all  production  duties,  including 
pasteup,  ad  design  and  photo  pro¬ 
cessing  on  Caribbean  weekly.  Mac 
savvy,  photo  skills  a  must;  journalism 
degree  an  asset.  Salary  5250/wk. 
Resume,  portfolio  to'  Box  07905, 
Editor  &  Publisher. 

I - 


DATA  PROGRAMMING 

PROGRAMMERS:  The  Orlando  Sen¬ 
tinel,  part  of  Tribune  Company  -  one  of 
the  largest  cammunications  companies 
in  the  U.S.  -  is  seeking  highly-skilled  pro- 
fessianals  to  join  our  team  af 
technologists. 

Production  Systems  Programmer:  2-5 
years  in  newspaper  production  support 
and  experience  with  Tandem  (D  Series 
OS)  required.  UNIX/Solaris  a  plus. 
Knowledge  of  Sll  Classified  front  end 
publishing  &  pagination  system  pre¬ 
ferred.  TCP/IP  networking.  Pathway 
and  SQL  pragramming,  as  well  as 
experience  with  LAN/Mainframe 
systems  in  a  client-server  environment 
needed.  Familiarity  with  Local  &  Wide 
area  networks,  Ethernet,  Localtalk  and 
Appletalk  protocols.  Undergraduate 
degree  in  Computer  Science  or 
equivalent. 

Onune  Systems  Prograaamer:  2-5  years 
of  UNIX  system  administration  experi¬ 
ence.  Web  programming  using  Java, 
C-E-E  or  Perl,  Internet  search  engine 
implementation  and  Web  authoring 
experience  including  HTML  3  stan¬ 
dards.  Relational  database  pro¬ 
gramming  and  reporting,  TCP/IP  and 
Internet  networking  administration 
experience  needed.  Familiarity  with 
multimedia  standards  and  authoring 
tools,  project  management  saftware 
and  online  services  necessary.  Under¬ 
graduate  degree  in  Computer  Science 
or  equivalent. 

We  offer  a  competitive  salary  with 
excellent  benefits  and  opportunity  for 
growth.  To  join  an  industry  leader, 
send  resume  with  salary  requirements 
to:  The  Orlando  Sentinel,  Human 
Resources-E&P,  633  N.  Orange  Ave., 
Orlando,  FL  32801.  Fax:  (407)  420- 
5766.  E-mail:  senthr@aol.com. 

EOE/M/F 

EDITORIAL 

ASSISTANT  MANAGING  EDITOR  for 
daily  with  9,000  circulation.  Require¬ 
ment:  fluent  in  QuarkXPress,  familiar 
with  Adobe  Photoshop,  one  year's 
experience  as  beat  reporter,  sports 
writer  or  feature  writer.  Position 
requires  relocation  to  Piqua,  OH.  Send 
resume,  references,  writing  samples  ta 
Editor  Search,  Piqua  Daily  Call,  310 
Spring  Street,  Piqua,  OH  45356. 

CITY  EDITOR 

A  60,000  daily/80,000  Sunday 
Knight-Ridder  newspaper  is  looking  for 
an  aggressive,  creative  person  to  lead 
its  city  desk.  This  person  should  have  at 
least  five  years  experience  as  an 
assigning  editor  on  a  daily  newspaper 
and  shauld  be  well-organized  and 
capable  of  being  a  team  leader  at  this 
enterprising,  capital  city  paper. 
Interested  people  should  send  a  resume 
and  cover  letter  to  Assistant  Managing 
Editor  Janie  Nelson,  Tallahassee  Dem¬ 
ocrat,  P.O  Box  990,  Tallahassee,  FL 
32302. 


ASSOCIATE  EDITOR 
Enterprising  reporter  to  cover  fast- 
paced  field  of  woodworking 
technology.  We  are  a  national  con¬ 
sumer/trade  publicatian  that  cavers  pra- 
fessional  and  amateur  woodworking 
from  a  news  angle.  Our  tech  beat  just 
opened  up,  and  we  are  seeking  a 
quality  writer  to  cover  new  equipment 
and  tool  introductions,  and  stay 
abreast  of  emerging  trends  in 
machinery  development  and 
woodworking  technique.  Candidates 
should  hove  at  least  three  years  of  pro¬ 
fessional  news  reporting  experience,  a 
knowledge  of  woodworking,  and  be 
adept  at  hard  news,  company  profiles 
and  in-depth  features.  Competitive 
salary  and  benefits.  Some  national 
travel.  Please  send  caver  letter,  clips 
and  resume  to:  Ian  C.  Bowen,  editor, 
Woodshop  News,  35  Pratt  St.,  Essex, 
a  06426. 

BUSINESS  REPORTER 
NEEDED  IN  PARADISE 

Hawaii's  leading  newspaper.  The 
Honolulu  Advertiser,  needs  a  top  busi¬ 
ness  writer  to  cover  the  beautiful 
islands  where  Asia  and  America  con¬ 
verge.  The  right  candidate  will  have 
several  years  of  business  writing  expe¬ 
rience,  a  commitment  to  telling  readers 
why  in  addition  to  what,  and  the  desire 
to  experience  life  in  a  remarkable 
multi-cultural  setting.  Excellent  salary 
and  benefits,  relocation  costs.  Send 
resume,  cover  letter  and  work  samples 
to: 

Jim  Gatti/Editor 
The  Honolulu  Advertiser 
P.O.  Box  31 10 
Honolulu,  HI  96802 
jgatti@aloha.net 

COPY  DESK  AND  REPORTING  JOBS 
at  20,000  circulation  daily  in  Wash¬ 
ington,  DC  metro  area.  National 
group.  Send  resume,  references  and 
clips  to  Maria  Lorensen,  editor.  The 
Journal,  P.O.  Box  807,  Martinsburg, 
WV  25401. 

COPY  EDITOR  -  Immediate  opening  for 

recent  grad  or  experienced.  We 

demand  an  eye  for  detail,  appreciation 

of  great  writing,  and  refusal  to  let  slop¬ 

piness  or  ambiguity  see  print.  Design 
and  pagination  skills  important.  We're 
a  40,000  AM  daily  in  recreation 

heaven,  yet  close  to  big-city  culture 

and  sports.  Send  resume,  clips  and 

salary  requirements  by  10/23  to:  Bon¬ 

nie  Sayler,  HR  director.  Record 
Searchlight,  1101  Twin  View  Blvd., 

Redding,  CA  96003  West  Coast  appli¬ 

cants  preferred  but  not  essential.  EOE. 

COPY  EDITOR  needed  at  full- 
paginated  Virginia  daily  which  prides 
its^f  an  reader-friendly  layouts  and 
stary  selection.  You  will  make  an 
immediate  impact  here  at  this  18,500 
PM  Manday-Friday,  20,000  Sunday 
newspaper  nestled  a  few  miles  from 
the  Blue  Ridge  Parkway.  If  you 
paginate  with  flair  and  help  aur 
reparters  be  the  best  they  can  be,  we 
would  like  to  talk  with  you.  Send 
resume  and  clips  to  Ginny  Wray, 
editor,  Martinsville  Bulletin,  P.O.  Box 
3711,  Martinsville,  VA  241 15. 


COPY  EDITOR 
STAFF  WRITER 

The  Daily  Tribune,  a  lacally-owned 
afternoon  newspaper  in  Ames,  lawa,  is 
looking  for  a  copy  editor  and  a  staff 
writer  to  round  out  our  18-member 
newsroom.  The  copy  editor  will  join 
our  desk  of  (our  and  needs  to  be  famil- 
ior  with  QuarkXPress  3.31.  The  staff 
writer  will  cover  one  of  the  nation's  top 
school  districts  and  write  about  issues 
affecting  the  area's  youth.  Salary  com¬ 
mensurate  with  experience.  December 
graduates  will  be  considered.  Send 
clips  or  layout  samples,  references  to: 
Managing  Editor  Jeffrey  Bruner,  The 
Daily  Tribune,  317  5th  Street,  Ames, 
lA  50010. _ 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-r-  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 

ENTRY  TO  SENIOR  JOBS  in  Journal- 
ism.  Writing,  Public  Relations  and 
Advertising  open  throughout  the  U.S. 
(all  non-sales  positions).  Full-time,  tem¬ 
porary,  internships  and  freelance.  For 
free  newsletter  call  (310)  792-1313. 

COPY  EDITOR 

We're  looking  for  a  literate,  versatile, 
detail-oriented,  self-starter  who  knows 
how  to  make  good  copy  better.  If  you 
have  copy  editing  experience  and 
want  to  join  a  hard-working  team  that 
writes  award-winning  headlines  for  an 
award-winning  Knight-Ridder  after- 
noan  newspaper,  send  a  resume  to 
Rick  Rimelspach,  copy  desk  chief.  The 
News-Sentinel,  P.O.  Box  102,  Fort 
Wayne,  IN  46801 . 

COPY/DESIGN  EDITOR 
The  Bismarck  Tribune,  a  Lee  Enterprises 

Incorparated  and  state  capital  news- 

aper,  seeks  copy  editor  to  join  a 

ighly  creative  and  experienced  team 
of  editors.  We're  looking  for  someone 
who  demonstrates  quality,  expertly 
edits  staries,  is  innavative  in  design, 
works  great  with  others  and  has  three 
to  five  years  af  experience.  We  offer 

competitive  pay,  o  four-day  work 

week,  and  the  skills  and  tools  to  stretch 

your  abilities.  If  this  sounds  intriguing 

to  you,  send  a  resume  with  references 
and  examples  of  your  work  to:  Libby 
Simes,  HR  Manager,  The  Bismarck 
Tribune,  P.O.  Box  1498,  Bismarck,  ND 
58502. 

CORRESPONDENTS:  The  Daily  Eve- 
ning  Item  in  Lynn,  MA  seeks  energetic 
recent  college  grads  for  immediate 
entry-level  coverage.  Send  resumes 
and  clips  to  Allan  Kort,  managing 
editor.  Daily  Evening  Item,  P.O.  Box 
951,  Lynn,  MA  01 903. 

METRO  DESK 

Aggressive,  Experienced,  Imaginative. 
Skilled  in  working  with 
Reporters  on  Writing. 

These  are  the  top  qualities  we  are  look¬ 
ing  for  in  an  assistant  metro  editor.  The 
Press-Enterprise  of  Riverside,  CA,  is  a 

dominant  170,000  circulation  daily  in 
resurging  Southern  California.  Good 
pay,  oenefits  and  a  good  place  to 

grow.  Send  letter,  resume,  references 

and  other  supporting  material  to: 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at 

_ (212)  675>4380.  ext.  170/171 _ 


HELP  WANTED 

EDITORIAL  1  EDITORIAL 

DESIGN  EDITOR  I  LAYOUT  SPECIALIST/COPY  EDITOR 


We  need  a  strong  leader  with  top- 
notch  editing  and  design  skills  to  both 
create  a  new  department  and  help  us 
reach  a  new  level  in  pagination  and 
design.  If  hired,  you  will  join  our  man¬ 
agement  team  in  helping  designers 
and  paginating  technicians  improve  a 
71,000-circulation,  suburban- 
Philadelphia  newspaper,  already  an 
award  winner  in  design.  Our  leaders 
must  be  aggressive,  creative,  solution- 
oriented  and  have  good  people  skills 
while  working  in  a  team-oriented 
atmosphere.  Send  resume  and  work 
samples  to  Night  Editor  Pat  Walker, 
Bucks  County  Courier  Times,  8400 
Route  13,  Levittown,  PA  19057. 
Women  and  minorities  are 
encouraged  to  apply. 

FINANCE  REPORTER  for  aggressive 
weekly  business  newspaper  in 
Milwaukee.  Reporter  will  cover  com¬ 
mercial  and  retail  banking  as  well  as 
investment  banking  and  the  area's 
extensive  mutual  fund  industry.  Two  to 
three  years  business  reporting  experi¬ 
ence  needed.  Competitive  pay  and 
benefits.  Send  resume  and  clips  to 
Gary  Miller,  editor.  The  Business 
Journal,  600  W.  Virginia  Ave.,  Suite 
500,  Milwaukee,  Wl  53204. 

FREELANCE  Business  Writers  needed 
to  cover  black  business  publication. 
(Career  finance,  marketing,  etc.)  Send 
writing  samples  to  Network  Journal, 
333  Nostrand  Avenue,  Brooklyn,  NY 
11216. 

EXPERIENCED  COPY  EDITOR 
FEATURES  EDITOR 

Copy  Editor:  We're  looking  for 
someone  who  can  write  strong 
headlines,  design  eye-catching  pages 
and  quickly  take  on  leadership 
responsibilities.  At  least  one  year  of 
experience  on  a  copy  desk  required; 
two  years  preferred.  Experience  on 
Macintosh  and  QuarkXPress  helpful 
but  not  required. 

Features  Editor:  We're  looking  for  an 
editor  to  produce  a  lively  features  sec¬ 
tion  and  entertainment  tab.  Position 
requires  an  experienced  editor  with 
strong  design,  editing  and  planning 
skills.  Experience  on  Macintosh  and 
QuarkXPress  helpful  but  not  required. 

The  Muskogee  Daily  Phoenix  is  a 
20,000  circulation  AM  daily,  a  finalist 
for  the  1996  national  APME  Public 
Service  Award  and  a  consistent  top  fin¬ 
isher  in  statewide  contests.  We  offer 
the  opportunity  to  work  on  a  new 
pagination  system  and  learn  from 
experienced  editors.  Competitive  pay 
and  benefits. 

Send  resume  and  non-returnable  work 
samples  to  Don  Elliott,  executive  editor, 
Muskogee  Daily  Phoenix,  P.O.  Box 
1968,  Muskogee,  OK  74402-1968. 

The  Phoenix,  a  Gannett  newspaper,  is 
an  equal  opportunity  employer  that 
values  diversity. 


with  computer/QuarkXPress  skills  to 
join  38,000-plus  circulation,  7-day 
daily.  Good  news  judgment,  languoge 
skills  and  headline-writing  skills  a  must. 
Features/sports  layout  background  a 
plus.  Send  resume  to  Paul  Corbitt, 
news  editor.  News  Journal,  P.O.  Box 
25,  Mansfield,  OH  44901.  FAX:  (419) 
522-6177. 

FEA,TURES  REPORTER 

The  Observer-Dispatch  in  Utica,  NY,  a 
51,000  daily/65,000  Sunday  Gannett 
AM,  is  seeking  an  experienced 
reporter  to  cover  our  Peopie/Trends 
beat.  This  new  beat  will  focus  on  pro- 
files  of  local  achievers  and 
newsmakers;  generational  issues  fac¬ 
ing  teens,  Gen/Xers,  baby  baomers 
and  seniors;  demographic  trends;  and 
religion.  If  you  have  excellent  reporting 
and  story-telling  abilities,  please  send 
your  resume  and  six  samples  to  Rick 
Jensen,  editor,  221  Oriskany  Plaza, 
Utica,  NY  1 3.501 .  We  value  diversity. 

GENERAL  ASSIGNMENT  REPORTER 
for  7-day  daily  with  circulation  of 
29,000  in  central  Pennsylvania.  Join  a 
community-based  team  of  reporters  cov¬ 
ering  a  four-county  region.  Immediate 
opening.  Experience  preferred.  Send 
resume  and  at  least  three  clips  to  Dove 
R.  Hilliard,  news  coordinator.  The 
Doily  Item,  200  Market  St.,  Sunbury, 
PA  1 7801 .  No  telephone  calls,  please. 

GRAPHIC  ARTIST 

The  Seattle  Post-Intelligencer  has  an 
opening  for  a  full-time  Graphic  Artist. 
Applicant  must  be  an  experienced 
page  designer,  skilled  in  informational 
graphics  and  illustration,  familiar  with 
Adobe  Illustrator  and  PhotoShop. 
QuarkXPress  experience  desirable. 
Newspaper  or  magazine  experience, 
B.A.  or  B.F.A  education  required. 
Salary  range  dependent  on  experi¬ 
ence.  Applications  must  be  made  in 
writing  to  Elana  Winsberg,  graphics 
director,  Seattle  Post-Intelligencer,  P.O. 
Box  1909,  Seattle,  WA  98111-1909 
with  return  envelopes  for  portfolios. 
Please,  no  telephone  calls. 

X)IN  THE  EDITORIAL  TEAM  AT 
BROOKS  COMMUNITY  NEWSPAPERS 

Full-time  editor's  position.  One-half  is 
editing  a  weekly  entertainment  guide 
and  one-half  is  assisting  on  Internet 
pages.  Familiarity  with  Fairfield, 
Westport  and  Darien  communities  a 
definite  plus.  Job  requires  editing,  copy 
editing,  paginating  in  QuarkXPress 
(training  available),  setting  up  Web 
pages,  ability  ta  work  with  database, 
some  writing/feature  writing. 

Send  resume  to: 

WEEKEND 

BCN  -  Brooks  Community  Newspapers 
P.O.  Box  671 ,  Westport,  O  06881 
or  e-mail:  bcnnews3@netaxis.com. 

CLASSIHED  CLIENTS: 
WE  ACCEPT 
;  MASTERCARDMSA 
FOR  PAYMENTS 


_ EDITORIAL _ 

MANAGING  EDITOR  sought  for  The 
Catholic  Moment,  newspaper  of  the 
Roman  Catholic  Diocese  of  Lafayette, 
IN.  27,000  weekly.  Responsibility  for 
day-to-day  operation,  editing,  page  com¬ 
position,  some  writing.  QuarkXPress, 
Word,  Photoshop.  Seek  practicing 
Catholic  with  degree  and  publication 
experience.  Salary,  full  benefits,  includ¬ 
ing  health  insurance,  pension,  educa- 
tianal  reimbursement,  relocation 
assistance.  Write  Tam  Russell,  editor, 
P.O.  Box  1603,  Lafayette,  IN  47902, 
with  resume/cover  letter  expressing 
your  vision  for  a  Catholic  newspaper. 

XDIN  OUR  TEA,M 

The  Fayetteville  Observer-Times,  a 
75,000-circulation,  family-owned  daily 
in  southeastern  North  Carolina,  is  tak¬ 
ing  applications  for  the  following  posi¬ 
tions: 

ROBESON  COUNTY  BUREAU  Chief: 
Write  stories,  supervise  three  reporters 
and  oversee  coverage  in  an  ethnically 
diverse,  rural  county  south  of  Fayet¬ 
teville.  The  bureau  produces  stories  (or 
the  daily  paper  and  a  weekly  zoned 
section.  We  need  a  leader  who  can 
take  a  gaod  bureau  operation  to  the 
next  level.  Editing  experience  a  plus. 

BUREAU  REPORTER:  Cover  one  of  our 
most  challenging  counties.  We  need  a 
reporter  who  can  hustle  to  cover  break¬ 
ing  news  but  can  also  write  a  compell¬ 
ing  feature.  Reporting  experience 
required. 

BUSINESS  WRITER:  We  need  a 
reporter  who  can  tell  a  good  story 
whether  it's  about  a  person,  a  busi¬ 
ness,  a  transportation  issue  or  a  zon¬ 
ing  case.  We  need  a  hard-charger 
who  will  cover  the  community  from  out¬ 
side  the  office  rather  than  behind  a 
desk.  At  least  three  years'  experience 
preferred. 

FEATURE  WRITER:  We  need  someone 
who  can  help  breathe  new  life  in  our 
daily  Life  sections  --  a  reporter  who 
can  cover  issues  and  trends  and  lighter 
features.  At  least  two  years'  experience 
preferred. 

Send  resume,  cover  letter  and  work 
samples  to  John  Holmes,  personnel 
director,  Fayetteville  Observer-Times, 
P.O.  Box  849,  Fayetteville,  NC  28302. 

MANAGING  EDITOR 

If  you're  an  inspired  hands  on  Manag¬ 
ing  Editor  with  community  weekly 
newspaper  or  related  experience,  we 
need  you.  We're  a  multi-paper  group 
proceeding  to  expand  further  along  the 
New  York-New  Jersey  border.  We're 
looking  for  another  top-notch  leader 
with  strong  story  assignment,  writing 
and  editing  skills  to  run  two  of  the 
papers.  QuarkXPress  expertise  and  a 
journalism  degree  or  similar  education 
preferred. 

Send  resume,  clips  and  any 
other  relevant  information  to  Jeanne 
Straus,  Straus  Newspapers,  45  Gilbert 
Street,  Monroe,  NY  10950  or  call 
(914)782-4000. 


_ EPrroRiAL _ 

METRO  EDITOR:  The  Statesman 
Journal  in  Salem  OR,  is  a  good,  mid¬ 
sized  papers  that  is  working  to  get  bet¬ 
ter.  We're  looking  for  an  experienced 
editor  and  manager  with  an 
aggressive  approach  to  news,  the 
ability  to  coach  others  and  strong  edit¬ 
ing  skills. 

The  Statesman  Journal  is  a  Gannett 
newspaper  that  values  workplace 
diversity  and  encourages  those  who 
share  our  vision  to  apply.  If  interested, 
send  letter  of  interest  and  resume  to 
Julia  Wallace,  executive  editor.  Fax: 
(503)  399-6706  or  E-mail 
j'vallace@salem .  gannett.  com . 

MANAGING  EDITOR 
Leading  bi-weekly  industry  trade 
newspaper  covering  the  dynamic  mass 
market  retailing  field  seeks  a  take- 
charge  monager  with  sharp  copy  edit¬ 
ing  and  creative  layout  abilities.  This 
position  includes  supervising  two  staff 
desk  editors  as  well  as  serving  as 
liaison  with  production.  You'll  work 
closely  with  the  Senior  Designer  and 
Executive  Editor.  Ideal  candidates  will 
hove  reporting  experience  and  a  good 
news  sense.  QuarkXPress  a  must. 

We  offer  a  competitive  salary  based 
an  qualifications  and  experience  plus 
benefits  plan.  Please  send  resume 
including  salary  history  and  two 
examples  of  page  showing  copy  edit¬ 
ing/layout  skills  to:  John  M.  Murro, 
Lebhar-Friedman,  Inc.,  Dept.  JN,  425 
Park  Ave.,  New  York,  NY  10022.  EOE 


LEBHAR-FRIEDMAN,  INC. 
MEDICAL  WRITER 

Eager,  prolific  full-time  staff  writer 
wanted  for  national  award-winning 
monthly  newspaper  for  physicians. 
Newspaper  writing  experience  essen¬ 
tial;  medical  writing  helpful.  Located 
within  metropolitan  Philadelphia  area. 
Some  travel  required.  Send  resume, 
clips  and  salary  requirements  to  Marie 
Rosenthal,  executive  editor,  6900 
Grove  Rood,  Thorofare,  NJ  08086. 

OPERATIONAL  STAFT 


NEWSPAPEROPERATIONAL 
. STW 

An  international  organization  is 
now  hiring  an  experienced  news¬ 
paper  operational  staff,  based  in 
Miami,  to  produce  an  island  news¬ 
paper. 

Positions  available  include  Senior 
Editor.  Production  Manager  and 
Conr  Writer. 

National  and  international  wire 
service  plus  a  complete  island 
support  team  to  gather  stories, 
secure  advertisements,  handle 
printing,  distribution,  public 
relations  on  the  isiand  and  assist 
in  all  facets  of  the  operation. 

Excellent  benefits  PACKAGE  AND 
competitive  COMPENSATION. 


j  Please  send  a  detailed  work  and  I 
I  salary  history  along  with  samples  j 
I  of  your  best  work  to  Box  07942,  f 
^  Editor  &  Publisher.  1 
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_ EDITORIAL _ 

EDITOR  NEEDED  for  community  doily 
in  Florida.  QuarkXPress  pagination 
skills  a  must.  Good  pay,  great  place  to 
live.  Fax  resume  to  (941 )  382-1076. 

MINNEAPOUS  STAR  TRIBUNE 

BUSINESS  REPORTER:  Will  cover 
workplace  issues,  including  changing 
nature  of  work,  wages  and  jobs,  labor 
disputes  and  contract  negotiations,  the 
job  market,  benefits,  labor  law, 
technology  in  the  workplace,  diversity, 
unions,  discrimination.  Will  cover  news 
and  produce  features.  Need  strong 
reporting  and  writing  skills,  competitive 
spirit  and  collaborative  nature.  Mini¬ 
mum  5  years  newspaper  experience, 
referably  with  some  experience  in 
usiness  news. 

SUMMER  INTERNS  1997:  Positions 
will  be  filled  in  reporting,  copy  editing, 
photography  and  graphics.  Applica¬ 
tion  deadline  December  1 . 

COPY/LAYOUT  EDITOR-  Will  work  on 
our  social  issues  teem,  edit  copy,  lay 
out  pages.  Coverage  areas  include 
aging,  class  and  poverty,  family  and 
children,  religion,  race  relations, 
charitable  donations.  Need  experience 
in  layout  and  QuarkXPress.  Strong 
copy  editing  skill.  Collaborative  nature 
to  work  on  team. 

To  apply,  send  resume  and  a  letter  why 
you  ore  the  best  candidates  for  these 
positions  by  October  24  to: 

Brenda  Rotherham 
Recruiting  Coordinator 
425  Portland  Avenue 
Minneapolis,  MN  55488 
Tel:  (612)  673-4422 
Fax:  (612)  673-4526 
OUR  NEWS/EDITORIAL 
DEPARTMENT  HAS  AN  OPENING 
FOR  AN  ASSISTANT  CITY  EDITOR 

The  Bakersfield  Californian  seeks  an 
assistant  city  editor  to  spearhead  our 
county  coverage  as  well  as  play  a 
major  role  on  the  6-person  editing 
team  that  directs  the  24  reporters  in 
"our  newsroom  without  walls."  Major 
responsibilities  include  direction  of  a 
core  county  reporting  group  as  well  as 
establishment  and  supervision  of  a  sta¬ 
ble  of  stringers  in  communities 
throughout  Kern  County,  one  of  Cali¬ 
fornia's  largest.  Outstanding  organiza¬ 
tional,  management  and  editing  skills 
are  essential.  Minimum  3  years  daily 
newspaper  experience.  Send  cover  let¬ 
ter,  resume,  references  and  editing 
samples  to  Linda  Wienandt,  AME/ 
Days,  The  Bakersfield  Californian,  P.O. 
Box  440,  Bakersfield,  CA  93302. 

NEWS  REPORTER  needed  at  growing 
Southern  Nevada  twice-weekly.  Call 
Rich  or  Henry  at  (702)  727-5102. 

THE  BRAZIL  TIMES,  a  5,300  daily,  is 
seeking  a  news  editor /online  editor 
familiar  with  QuarkXPress,  Photoshop 
and  HTML.  Reporting,  editing  and 
page  design  experience  a  plus.  Con¬ 
tact  Jim  Dressier,  managing  editor, 
100  North  Meridian  Street,  Brazil,  IN 
47834  or  call  (81 2)  446-2433. 


_ EDITORIAL _ 

OUR  NEWS/EDITORIAL 
DEPARTMENT  HAS  AN  OPENING 
FOR  A  FRONT  PAGE 
EDITOR/DESIGNER 

The  successful  candidate  will  hove: 

•  Solid  foundation  in  newspaper 
layout  and  design 

•  Must  combine  design  work  with  a 
thorough  feel  for  local,  national 
and  international  events,  trends 
and  personalities 

•  Experience  designing  section  fronts 
for  a  daily  newspaper 

•  Copy  editing  and  reporting 
experience  necessary 

•  Desktop  publishing  experience 
essential 

•  Must  be  capable  of  designing  a 
Front  Page  that  informs,  entertains, 
surprises  and  dazzles.  The 
Bakersfield  Californian's  Front 
Page  must  be  so  riveting  that  it 
demands  to  be  picked  up. 

To  apply  for  this  position,  send 
resume/application  to: 

Human/Organizational  Development 
THE  BAKERSFIELD  CALIFORNIAN 
Front  Page  Editor/Designer 
P.O.  Bin  440 

Bakersfield,  CA  93302-0440 
FAX:  (805)  395-7484 

All  applicants  subject  to  pre¬ 
employment  physical  and  drug  screen. 

_ EEO/MF/H  _ 

PHOTO  EDITOR 

Knight-Ridder  daily  (75,000- 
circulation)  in  competitive  Northwest 
Indiana  market  outside  Chicago  seeks 
an  editor  with  strong  visual,  organiza¬ 
tional  and  people  skills  to  lead  our  8- 
erson  photo  staff.  Candidates  should 
ove  previous  newsroom  leadership 
experience.  Send  resume  to 
Christopher  J.  Celek,  assistant  manag¬ 
ing  editor,  Post-Tribune,  1065 
Broadway,  Gary,  IN  46402  or 
cicelek@crown .  icongrp  .com . 

REPORTERS  wanted  far  The  Princeton 
Packet  (weekly,  community  news). 
Send  resume  and  clips  to  Randy 
Bergmann,  managing  editor.  The  Prin¬ 
ceton  Packet,  Inc.,  (E&P)  P.O.  Box  350, 
Princeton,  NJ  08542.  EOE. 

NIGHT  POLICE  REPORTER  for  Illinois' 
largest  downstate  daily.  Minimum  one 
year  daily  newspaper  experience,  pro¬ 
ven  enterprise  and  productivity. 
Women  and  minorities  especially 
encouraged  to  apply.  Send  resume, 
clips  to  Jerry  D.  McDowell,  metro/city 
editor.  Journal  Star,  1  News  Plaza, 

Peoria,  IL  61643. _ 

REPORTERS,  if  you  like  local  news, 
you'll  like  us.  Virginia  daily  judged 
tops  in  1995  for  its  civic  contributions 
needs  two  hard-hitting  reporters  who 
are  not  afraid  to  tackle  a  challenging 
area  with  a  lot  of  breaking  news.  This 
18,500  PM  Monday-Friday,  20,000 
AM  Sunday  newspaper  is  a  few  miles 
from  the  beautiful  Blue  Ridge  Parkway. 
Send  resume  and  clips  to  Ginny  Wray, 
editor,  Martinsville  Bulletin,  P.O.  Box 
371 1 ,  Martinsville,  VA  24115. 


_ EDITORIAL _ 

PRESENTATION  TEAM  LEADER 

The  News  Tribune  of  Tacoma,  WA  is 
looking  for  a  design  and  editing  leader 
who  can  help  us  make  a  good  paper 
better.  The  job  title  is  "Presentation 
Team  Leader"  and  the  position  requires 
a  talented  and  energetic  person  who 
has  news  judgment  and  design  skills 
and,  above  all,  is  a  leader. 

Our  market  is  the  southern  end  of 
Puget  Sound  in  Washington  state;  our 
operations  are  centered  in  Tacoma,  a 
town  once  known  for  its  smokestacks 
but  now  undergoing  profound  change 
as  the  Northwest  blossoms  into  the  best 
region  of  the  country  to  live  and  work. 
This  year  alone  in  Tacoma,  computer 
chip  giant  Intel  began  building  a  6,000- 
employee  research  and  manufacturing 
center  and  The  University  of  Washing¬ 
ton  began  construction  of  a  branch 
campus. 

Our  circulation  is  130,000  daily, 
150,000  Sunday,  and  growing  with 
our  community. 

The  Production  Team  produces  our 
news  and  features  sections  on  Macin¬ 
toshes  using  the  Quark  Publishing 
System.  The  News  Tribune's  newsroom 
is  organized  into  teams. 

Send  your  resume  to:  "Presentation 
Team  Leader,"  The  News  Tribune,  P.O. 
Box  1 1 000,  Tacoma,  WA  9841  1  - 
0008. 

REPORTER  -  The  Outlook,  a  25,000- 
circulation  daily  newspaper  covering 
the  Westside  of  Los  Angeles,  is  looking 
for  an  aggressive,  experienced 
reporter  to  report  on  a  variety  of  com¬ 
munity  news  events  and  people,  includ¬ 
ing  both  breaking  news  and  features. 
Must  hove  a  college  degree,  preferably 
in  Journalism.  Two  years  experience  as 
a  reporter  on  a  daily  newspaper.  Com¬ 
puter  assisted  reporting  experience  a 
plus.  Send  resume  to:  Kris  Colin, 
human  resources.  The  Outlook,  5215 
Torrance  Blvd.,  Torrance,  CA  90503. 

REPORTER  -  We  were  one  of  the  top  3 
small-medium  newspapers  in  the  U.S. 
in  1994  NNA.  Now  we  need  a  good 
general  assignment  reporter  to  replace 
staffer  we  promoted.  We're  a  33,000 
AM  daily  in  beautiful  Shenandoah 
Valley  of  Virginia,  90  minutes  from 
DC.  Contact  Ken  Mink,  managing 
editor.  Daily  News-Record,  231  S. 
Liberty  St.,  Harrisonburg,  VA  22801. 
Tel:  (540)  574-6289. 


EDITORIAL 


nU'CMB/ 


The  Daily  News,  New  York’s  most 
scintillating  newspaper,  seeks  a 
crackerjack  copyreader  (and  head¬ 
line-writer)  to  handle  arts  and  enter¬ 
tainment  stories  on  its  Features  copy 
desk.  A  min  of  5  yrs’  copyreading 
experience  on  a  daily  paper  is 
required,  as  is  knowledge  of/aftinity 
for  popular  culture.  Submit  resume  to: 
Bob  McCormick 
Features  Copy  Chief 
The  Daily  News 
450  W.  33rd  St. 

_ New  York,  NY  10001 _ 


_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco  and  Los  Angeles.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertoin  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver  and  Phoenix 
and  a  Spanish-speaking  reporter  in 
Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  80217 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SPECIAL  SEOIONS  EDITOR 

We  need  an  editor  that  is  motivated, 
well-organized  and  experienced  to 
take  charge  of  our  automotive,  real 
estate  and  large  special  sections 
calendar.  Must  hove  the  ability  to  write 
editorial  copy,  headlines  and  promo¬ 
tional  materials.  You  will  be  responsi¬ 
ble  for  the  content  and  design  of 
several  slick  sheet  magazines.  Profi¬ 
ciency  with  design  tools  such  as  Quark¬ 
XPress  and  Photoshop  desired.  Knov/- 
ledge  of  pagination  needed  but  not 
required.  We  are  looking  for  a  team 
player  to  help  us  grow  our  advertising 
department.  Public  contact  necessary. 

We  offer  an  excellent  base  salary  plus 
incentive  plan  to  help  us  grow.  Full 
range  of  benefits  -  major  medical, 
401  (k),  paid  vacations  and  holidays, 
immediate  opening  in  one  of  the  best 
small  communities  in  the  Southwest. 

Send  resume  to  The  Spectrum,  Attn: 
Jennie  Johns,  275  E.  St.  George  Blvd., 
St  George,  L/T  84790. 

SPORTS  WRITER:  The  Farmington 
Daily  Times,  a  1 9, (XX)  circulation  AM 
daily,  is  seeking  a  talented  writer. 
Experience  preferred.  Send  resume 
and  clips  to  Managing  Editor,  P.O. 
Box  450,  Farmington,  NM  87499. 
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EDITORIAL 


SPORTS  DEPARTMENT 
The  Tribune  has  one  of  the  country's 
best  sports  section,  put  together  by 
major-league  writers,  editors  and 
designers.  What  we  need  now  is  the 
indispensable  everyday  player.  Pri¬ 
mary  duties:  assembling  daily  statistics 
packages  and  coordinating  coverage 
of  youth  sports  and  recreational 
leagues.  There  may  be  opportunities  to 
do  some  reporting  and  editing  as  well. 
To  be  considered  for  this  entry-level 
position,  you  must:  have  some  news¬ 
paper  experience,  be  computer  literate 
(Xywrite  and  QuarkXPress),  and  be 
obsessive  about  detail  and  accuracy. 

Send  application  by  October  23  to: 
Kevin  Hellyer 

Assistant  Managing  Editor 
Albuquerque  Tribune 
PO  Drawer  T 
Albuquerque,  NM  87103 


SPORTS  EDITOR:  The  Herald  Bulletin,  a 
33,000-circulation  doily  in  Anderson, 
Indiana,  needs  a  community-minded 
sports  editor  to  direct  staff  or  four  full- 
timers  and  seven  part-timers.  Solid  writ¬ 
ing,  editing,  pagination  and  design 
skills  are  a  must.  Anderson  is  located 
30  miles  north  of  Indianapolis.  In  addi¬ 
tion  to  comprehensive  local  coverage 
we  staff  home  games  for  the  Indi¬ 
anapolis  Colts  and  Indiana  Pacers. 
Interested  candidates  should  send 
resume  detailing  experience  and  sam¬ 
ples  of  writing  and  design  work  to: 
Editor,  The  Herald  Bulletin,  P.O.  Box 
1090,  Anderson,  IN  46015. 


SPORTSWRITER 

Mid-sized  Midwestern  PM  seeks  a 
polished  sportswriter  with  a  strong 
bockground  in  editing  and  headline¬ 
writing.  Must  have  impeccable  work 
habits  and  an  appreciation  for 
deadlines.  Desk  experience  a  plus.  In 
letter,  tell  me  why  you  think  you're  the 
one.  Send  the  letter,  three  work 
references,  resume  and  clips  to  Mat¬ 
thew  Arnold,  sports  editor.  The  Vin¬ 
dicator,  P.O.  Box  780,  Youngstown, 
OH  44501. 


THE  GAZETTE,  a  17,000  morning 
newspaper  published  Monday  through 
Saturday,  is  accepting  applications  for 
three  newsroom  openings:  copy  editor, 
reporter  and  graphic  artist/ paginator. 
Our  circulation  area  includes  all 
Medina  County  (population  140,000), 
which  is  located  south  of  Cleveland 
and  west  of  Akron.  Recent  graduates 
are  welcome  to  apply.  Our  starting 
salary  is  nothing  to  write  home  about, 
but  we  do  offer  the  opportunity  to 
become  wealthy  in  terms  af  clips  and 
experience.  Applicants  should  send  a 
letter  of  interest,  resume  and  a  variety 
of  clips  to: 

Liz  Sheaffer 
Managing  Editor 
The  Gazette 
885  W.  Liberty  Street 
Medina,  OH  44256 


The  greatest  and  most  important 
problems  of  life  are  all  in  a  certain  sense 
insoluble.  They  can  never  be  solved,  but 
only  outgrown. 

Carl  Jung 


EDITORIAL 


BUSINESS  REPORTER 


The  Seattle  Times  is  seeking  an  expe¬ 
rienced  business  reporter.  Candidate 
should  have  5  years  of  experience  as  a 
business  reporter  and  should  have  a 
demonstrated  ability  to  ferret  out 
information  and  bring  business  issues 
and  people  to  life  through  graceful  writ¬ 
ing.  We're  looking  for  a  reporter  with 
leadership  potential  who  can 
spearhead  major  projects  but  also 
work  within  a  team.  This  person  should 
be  highly  productive  and  versatile,  with 
the  ability  to  generate  story  ideas,  take 
direction,  juggle  assignments,  and 
produce  breaking  news  and  enterprise. 


Please  send  resume,  cover  letter  and 
work  samples/clips  to  Millie  Quan, 
AME,  Seattle  Times,  P.O.  Box  70,  Seat¬ 
tle,  WA  98111.  No  calls,  please. 


TIRED  OF  WAITING  IN  LINE?  With 
thriving  Business  Journals  in  Budapest, 
Warsaw,  ond  Prague  we're  hiring 
ambitious,  experienced  staff  to  help  us 
continue  to  grow.  The  PBJ  is  currently 
looking  for  a  managing  editor;  send 
resume  and  clips  to  Vlad  Jenkins  (PBJ, 
Korenskeho  7,  1 50  00  Prague  5  Czech 
Republic;  tel:  01  1  (42-2)  540  044, 
email:  edit-pbj@login.cz).  For  other 
editorial/production,  contact  Matt 
Welch  (BBJ,  Ferenciek  tere  7-8  I.  em  4, 
1053  Budapest  Hungary;  tel:  011  (36- 
1)  266-6088,  email:  matt@bbj.hu),  for 
advertising/sales  contact  Steven 
O'Connor  (WBJ,  ul.  Mokotowska  243, 
III  p.,  00-561  Warsaw,  Poland;  tel: 
01  1  (48-22)  622-9191,  email: 
sao@it.com.pl).  The  grass  Is  greener. 


TOPIC  EDITOR:  We're  a  team-driven 
newsroom  looking  for  an  editor  to  take 
us  to  the  next  step  in  community  and 
education  reporting.  Strong  editing 
skills  and  a  passion  for  working  with 
reporters  as  well  as  a  commitment  to 
local  news  essential.  Challenging 
opportunity  to  direct  and  motivate 
news  team  to  produce  outstanding 
local  newspaper.  Send  resume  to  Pat 
Walker,  night  editor,  Bucks  County 
Courier  Times,  8400  Route  1 3,  Levit- 
town,  PA  19057.  Women  and 
minorities  are  encouraged  to  apply. 


The  Las  Vegas  SUN  is  seeking  a 
feature  writer  with  a  creative  flair  and 
hunKin  touch.  Must  be  versatile,  able  to 
cover  a  variety  of  subjects  from  enter¬ 
tainment  to  serious  issues.  Solid  writing 
skills  a  must.  Minimum  three  years' 
feature  writing  experience  required. 
Send  clips  and  resume  to  Features 
Editor  Phil  Hagen,  Las  Vegas  SUN, 
800  S.  Valley  View  Blvd.,  Las  Vegas, 
NV  89107. 


WANTED:  NEWS  REPORTER  to  cover 
a  county  beat  that  includes  some  of  the 
fastest  growing  towns  in  Vermont, 
courts  and  Dartmouth  college.  Send 
resume  and  five  clips  to  Susan 
Smallheer,  bureau  chief.  Southern 
Vermont  bureau,  Rutland  Herald,  56 
Main  St.,  Springfield,  VT  05156. 


EMPLOYMENT  OPPORTUNITIES 


SlOOO's  POSSIBLE  TYPING 


Part  Time.  At  Home.  Toll  Free  (800) 
898-9778,  ext.  T-5189  for  listings. 


SlOOO's  POSSIBLE  READING  BOOKS 
Part  Time.  At  Home. 

Toll  Free  (800)  898-9778 
Ext.  R-51 89  for  Listings 


INFORMATION  SYSTEMS 


INFORMATION  SYSTEMS  DIREQOR 


Get  the  best  of  both  worlds.  Southern  Cali- 
fornia  without  the  congestion.  Sur¬ 
round  yourself  with  beaches  and  moun¬ 
tains  in  this  growing  100,000  circula¬ 
tion  daily.  The  Ventura  County  Star  is 
seeking  an  experienced  Information 
Systems  Director  with  proven  leod- 
ership  skills  to  direct  a  staff  of  1 0.  Suc¬ 
cessful  candidate  will  play  a  key  role 
on  the  executive  management  team 
bringing  knowledge  of  annual  budget¬ 
ing,  abilities  to  manage  multiple 
priorities  simultaneously,  project  man¬ 
agement,  problem  solving  skills,  excep¬ 
tional  organizational  skills,  and 
effective  interpersonal  skills. 


Required  qualifications  include 
Bachelor's  D^ree  or  equivalent  and  a 
minimum  of  10  years  progressively 
responsible  data  processing  and 
information  management  experience. 
Experience  in  information  systems 
environment  which  includes  IBM  AS/ 
400,  Novell,  working  knowledge  of 
PC's  and  Macs,  and  related  network¬ 
ing.  Knowledge  of  newspaper  prod¬ 
uction  systems  and  procedures. 


Send  resume  with  salary  history  to: 
Ventura  County  Star,  5250  Ralston  St., 
Ventura,  CA  93003,  Attn:  Joan  Dzura, 
Director  Human  Resources. 


MAILROOM 


PACKAGER 

The  Virginian-Pilot  has  an  opening  h 
a  packager  at  its  production  facilil 
located  in  Virginia  Beach,  VA. 


Major  responsibilities  include: 
Utilize  resources  (equipment, 
supplies)  to  efficiently  achieve 
production  goals  and  meet 
customer  demands 
Handle  routine  production 
problems  and  notify  appropriate 
managers 

Handle  basic  paperwork  related  to 
budget,  run  sheets,  etc. 

Assist  in  training  new  employees. 


Qualifications  needed: 

•  High  School  diploma  or  eciuivolent 

•  Willingness  to  work  a  flexible 
schedule 

•  Excellent  grammar,  reading  com¬ 
prehension,  anolyticcM  and 
communication  skills 

•  Familiarity  with  NP  630  Sheridan 
inserter,  gridder  delivery  station, 
and  inserter  controller  equipment. 


Interested  candidates  should  forward  a 
resume  and  cover  letter  with  salary 


requirements  to: 

Mike  Purefoy 
The  Virginian-Pilot 
5429  Greenwich  Road 
Virginia  Beach,  VA  23462 
Equal  Opportunity  Employer 


EDITOR  &  PUBLISHER:  The  communication  link  of 
the  newspaper  industry  every  week  since  1884. 


_ MAILROOM _ 

DISTRIBUTION  CENTER  MANAGER 
The  Herald  (Rock  Hill,  SC)  a  McClotchy 
30,000  daily  in  the  fast  growing 
Charlotte-area  market  is  currently  seek¬ 
ing  an  experienced  distribution  center 
manager.  Experience  on  Harris  insert¬ 
ing  equipment,  counter  stacker,  strap¬ 
pers  and  all  other  mailroom  equipment 
is  required.  Candidates  should  hove  2- 
4  years  working  in  newspaper 
mailroom  as  an  assistant,  foreman  or 
supervisor,  maintenance  skills  ond  the 
ability  to  meet  strict  deadlines  while  pro¬ 
viding  quality  service.  We  offer  a  com¬ 
petitive  salary  and  an  excellent  benefits 
package.  Qualified  candidates  please 
send  cover  letter  and  resume  to: 
Human  Resources  Director,  The  Herald, 
P.O.  Box  1 1707,  Rock  Hill,  SC  29731 . 

MARKETING/RESEARCH 

MARKETING  RESEARCH  MANAGER 

The  Buffalo  News  is  searching  for  a 
Marketing  Research  Manager  whose 
primary  responsibility  will  be  gathering 
and  presenting  market  and  demo¬ 
graphic  information  to  our  advertisers. 
The  Research  Manager  will  also  be 
charged  with  presenting  research 
information  to  advertising  sales 
representatives  and  providing  reloted 
services  for  other  departments  within 
the  company. 

The  idea!  candidate  will  hove  a  mini¬ 
mum  of  three  years  experience  in 
marketing  research  and  a  bachelor's 
degree  in  a  related  field.  Sales  experi¬ 
ence  is  a  definite  bonus. 

Candidates  should  also  have  know¬ 
ledge  of  mapping  system  operations 
and  tabulation  packages,  experience 
in  questionnaire  design  and  implemen¬ 
tation,  and  the  ability  to  analyze  pri¬ 
mary  and  secondary  data  sources.  You 
should  be  computer  literate  and  famil- 
iar  with  on-line  services,  and  able  to 
handle  multiple  projects  simulta¬ 
neously. 

If  you  think  you  have  what  it  takes  to 
work  for  us,  please  send  or  fax  a  cover 
letter  along  with  your  resume  and 
salary  requirements  by  October  25  to: 

David  Alpher 

Assistant  Advertising  Director 
The  Buffalo  News 
One  News  Plaza 

P.O.Box  100 
Buffalo,  NY  14240 
Fax:  (716)  854-3169 

NEW  MEDIA 

NEVYS  EDITOR 

News  Editor  is  being  sought  for  web 
site  created  by  Plain  Dealer  New 
Media.  Editor  must  have  background 
in  newspapers  as  well  as  Internet  expe¬ 
rience.  Candidate  will  be  selecting 
stories  (or  Home  Page,  monitoring  com¬ 
munity  news,  and  reoctirrg  to  breaking 
stories.  Daily  newspaper  experience  is 
essential  and  good  headline  writing  is 
a  must.  Prefer  candidate  who  comes 
from  competitive  morning/afternoon 
market.  Plain  Dealer  New  Media,  Attn: 
Eliza  Wing,  1111  Superior  Ave.,  Suite 
1610,  Cleveland,  OH  441 14. 

E-mail:  Eliza@Pdnewmedia.com. 

Art  is  what  you  can  get  away  with. 

Andy  Warhol 
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_ NEW  MEDIA _ 

PRODUCTION 

MANAGER 

This  position  requires  someone  with  o 
high  level  of  organizational  skills.  Indi¬ 
vidual  would  be  responsible  for  traffick¬ 
ing  all  jobs  and  copy  throughout  the 
Cleveland  Live  website.  Should  be  able 
to  handle  daily  deadlines  as  well  as 
long-term  projects. 

Candidate  should  hove  a  good  grasp  of 
internet  technology  and  have  experience 
in  the  editorial  production  process.  3-t- 
years  of  experience. 

Plain  Dealer  New  Media,  Attn:  Eliza 
Wing,  1111  Superior  Ave.,  Suite  1610, 
Cleveland,  OH  441 14. 

E-mail;  Eliza@Pdnewmedia.com 


THE  DALLAS  MORNING  NEWS  seeks 
a  producer/editor  to  join  its  Web  staff. 
This  position  involves  creating,  editing 
and  designing  daily  and  project  news 
areas  on  the  site,  now  in  open  beta  at 
http://www.dallasnews.com.  Experi¬ 
ence  in  site  operation  and  design  is  a 
must.  The  preferred  candidate  will 
have  at  least  three  years'  journalism 
experience  -  in  writing,  editing  and/ 
or  design  -  plus  familiarity  with  HTML, 
Photoshop,  Illustrator  and/or  Quark¬ 
XPress.  We  need  an  organized,  creative 
person  who  has  handle  large  projects 
and  will  be  able  to  work  late-night  or 
early  morning  shifts.  Send  your  resume 
and  a  note  summarizing  your  interest  to 
Mark  Weinberg  at  mark@ 
dallasnews.com.  Include  the  word 
"resume"  in  the  subject  line  and  URLs  for 
site  work  in  the  body.  No  phone  colls, 
please. 


_ PREPRESS _ 

PREPRESS  FOREMAN  M/F 

Mid-size  Northwest  Pennsylvania  daily 
newspaper  seeks  a  hands-on  nightside 
foreman.  Viable  candidates  will 
possess  five  years  proven  supervision 
with  a  thorough  technical  knowledge  in 
all  aspects  of  prepress,  including  a 
strong  background  in  Mac  and  PC 
based  ad/editorial  composition. 

Position  is  responsible  for  all  manual 
and  electronic  pre-press  functions; 

*  Scanning,  imaging,  imposition, 
and  color  correction. 

•  Ad  layout,  page  assembly  and 
plalemaking. 

Challenging  career  opportunity  offer¬ 
ing  competitive  salary  and  fringe  bene¬ 
fits  package  including  401  (k). 

Send  confidential  resumes  to: 

(No  phone  calls,  please.) 

Times  Publishing  Company 
Attn:  Human  Resources  Department 
(Prepress) 

205  West  1 2lh  Street 
Erie,  PA  16534-0001 
_ EOE _ 

PREPRESS  PRODUCTION  MANAGER 
21one  3  medium-sized  daily  looking  for 
a  hands-on  manager  to  supervise  our 
evening  shift  ad-building,  composing, 
camera  and  platemaking  departments. 
Successful  candidate  will  possess 
strong  knowledge  of  desktop  pub¬ 
lishing  systems  within  a  newspaper 
environment.  Harris  and  Macintosh 
experience  desired.  Strong  organiza¬ 
tional  and  people  skills  a  plus.  Must 
have  at  least  3  years  management 
experience  in  newspaper  production. 
Send  resume  and  salary  history  to  Box 
07500,  Editor  &  Publ.sher. 

PRODUCnON/TECH 

FORT  WORTH  STAR-TELEGRAM  Prod¬ 
uction  Maintenance  Department  is  seek¬ 
ing  a  production  maintenance  techni¬ 
cian.  Should  have  three  years 
electronic  experience  to  board-level; 
Strong  troubleshooting  skills  on  news¬ 
paper  presses  and  all  associated 
equipment.  Needs  to  be  a  good  self¬ 
starter.  Please  respond  to  Human 
Resources  at  685  John  B.  Sios 
Memorial  Pkwy,  Fort  Worth,  TX  761 34. 

PRODUCTION 

DIREaOR 

Fast-paced  newspaper  group  seeks 
hands-on  person  to  oversee  press,  mail 
and  page  assembly  at  our  two-shift 
operation.  In  addition  to  20-plus 
weekly  newspapers,  we  also  handle 
some  commercial  printing.  As  part  af  a 
rapidly  expanding  Boston  suburban 
newspaper  group,  we  offer  plenty  of 
opportunities  and  challenges.  Please 
send  your  resume  in  confidence  to: 

ElilN  B.  CARROLL 
Community  Newspaper  Company 
P.O.Box  192 
Ipswich,  MA01938 

Life  is  worth  being  lived  but  not  worth 
being  discussed  all  the  time. 

Isabelle  Adjani 


_ PROMOTION 

DIREaOR  OF  PROMOTION  AND 
COMMUNITY  SERVICE 

THE  STUART  NEWS/PORT  ST.  LUCIE  ] 

NEWS,  a  property  of  Scripps  Howard  1 
Company,  is  seeking  a  Director  of  Pro-  I 
motion  and  Community  Service  for  its  J 
Stuart,  FL,  newspaper  operation.  I 

The  position  will  be  responsible  for  1 

managing  all  day-to-day  promotional 
activities  including  the  development  of 
marketwide  strategies,  producing  ■ 

creative  ads  (newspaper,  radio,  col¬ 
lateral  materials)  and  managing 
departmental  budget.  Position  requires 
frequent  contact  with  community  I 

representatives  and  supervises  the 
Newspaper  in  Education  program. 

Qualified  individuals  will  be  detail- 
oriented  public  relations  or  marketing 
professionals  with  a  college  degree 
and  3  to  5  years  experience  in  promo¬ 
tional  work  with  strong  writing  and 
presentation  skills,  and  the  ability  to 
manage  multiple  projects  in  a  fast- 
paced  environment.  Computer  and 
management  experience  is  required. 

We  offer  a  competitive  salary  and  an 
excellent  benefits  package.  For  con¬ 
sideration,  send  your  resume  to: 

The  Stuart  News 
Human  Resources  Director 
1 939  S.  Federal  Highway 
P.O.  Box  9009 
Stuart,  FL  34994 
Fax;  (407)  220-8919 
Equal  Opportunity  Employer 

TECHNOLOGY 

TECHNOLOGY 
DIREaOR 

The  Wichita  Eagle  is  looking  for  a 
leader  to  develop  a  strong,  cross  func¬ 
tional  user  support  team  in  our 
Technology  Department.  Oversees  sup¬ 
port  and  operation  of  business  and 
production  computer  systems.  Responsi¬ 
ble  for  implementation  of  new 
technologies. 

This  position  requires  excellent  lead¬ 
ership,  communication,  and  analytical 
skills.  Five  years  in  MIS,  Production  or 
Publishing  environments,  knowledge  of 
Client/Server  terminology,  and 
understanding  of  team  relationships 
required. 

Send  resume  and  salary  history  to: 

The  Wichita  Eagle 
Human  Resources  Department 
825  East  Douglas 
P.O.  Box  820 
Wichita,  KS  67201 -0820 


SEND  E&P 
BOX  REPLIES  TO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


HIRING?  HIRING?  HIRING?  OR  JUST 
OOKING?  OR  JUST  LOOKING? 
BUYING?  BUYING?  BUYING  SELLING? 
BELLING?  SELLING?  HIRING?  HIRING? 
HIRING?  OR  JUST  LOOKING?  BUYING? 
BUYING?  BUYING?  SELLING?  SELLING? 
ISELLING?  SELLING?  HIRING?  HIRING? 
HIRING?  HIRING? 


GO  AHEAD 
AND  USE  US!! 


E&P's  Classified  Section  is  where  you'll  find  the 
used  equipment  you  need,  sell  the  used  equip¬ 
ment  you  want  to  sell,  discover  new  employment 
opportunities  and  hire  the  key  people  who  will  make 
your  newspaper  run. 

E&P  Classified  contains  up  to  at  least  10  pages  of 
new,  fresh  and  up-to-date  classified  listings  every 
week ! 

Rates  and  order  form  are  in  this  section.  To  place 
your  classified  ad.  Fax  us  at  (212)  929-1259,  or  mail 
it  to:  E&P  Classified  Department,  11  West  19th  St., 
New  York,  NY  10011. 
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CLASSIFIED  ADVERTISING  RATES 


1  POSITIONS  WANTED 


Foreign/Posttlons  Wanted  advertisefs  must  pre-pay. 
Effective  January  1, 1996 


UNEADS 

1  week-SS.M  per  line 

2  week$-S7.60  per  line,  per  Issue. 

3  weeks-$6.65  per  Hne,  per  Issue. 

4  weeks-$5.75  per  line,  per  Issue. 


POSITIONS  WANTED 

1  week-$4.30  per  line 

2  weeks-$4.10  per  Hne.  per  Issue. 

3  weeks-$3.00  F>er  line,  per  Issue. 

4  weeks-  $2.75  per  line,  per  Issue. 


Add  $  10.00  per  insertion  for  box  senrice.  Add  $5.00  per  insertion  for  box  senflce. 
Count  os  on  odditionol  line  in  copy.  Count  os  on  additional  line  In  copy. 


SHAWN  OLSON/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 
Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 


DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ads  charged 
the  following  rotes  per  column  inch,  per  Insertion:  1  time,  SlOO;  2  to  5  times,  $95 
6  to  1 3  times,  $90:  14  to  26  times  S85:  27  to  52  times  $80, 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  os  they  are  received. 


Name - 

Company  _ 

Address  - 

City  _ 

State _ 

Zip  _ 

Phone  _ 

Classification 
Authorized  Signature 
Copy 


No.  of  Insertions: 


Amount  Enclosed:  S_ 


Editor^ 

PUBLISHER 


11  West  19th  street,  NY,  NY  10011.  212)675.4380,  FAX  (212)  929-1259. 


ADMINISTRATIVE 

TOP-NOTCH  Publisher/Ad  Director 
seeks  opportunity.  Daily,  weekly,  mag¬ 
azine  and  new  medio  experierxe. 

(770)  473-8944. 

PUBLISHER  with  unique  editorial  back¬ 
ground;  a  publisher  who  con  report, 
write  and  edit  os  well  as  anyone,  yet 
who  can  sell  ordvertising,  manage  and 
energize  staff  in  all  department,  plus 
adroitly  facilitate  community  relations. 
Available  full-time  or  part-time  consult¬ 
ing.  Call  M.  Bradley  (508)  563-7361 . 


CIRCULATION 

MULTI-TALENTED  20  year  professional 
seeks  management  position  with  daily 
newspaper  within  Zone  1 .  Reply  to  Box 
07938,  Editor  &  Publisher. 

CIRCULATION  MANAGER  seeks 
similar  position  where  hard  work  and 
experience  can  lead  to  a  position  as 
publisher  or  general  manager.  Experi¬ 
enced  in  departmental  budgeting,  hav¬ 
ing  exceeded  revenue  goals  for  the  last 
four  years  while  reducing  expenses.  Pro¬ 
motion  minded  manager  who  has  cre¬ 
ated  many  successful  promotions. 
Effective  team  builder  who  can  coach 
employees  and  independent  con¬ 
tractors  to  success. 

The  position  should  include  the 
opportunity  to  work  in  other 
areas  of  the  newspaper  as  well. 

Contact  Roger  Palmer,  2200  Brown 
#8 1 4,  Waxahachie,  TX  756 1 5. 

Tel:  (972)  923-0337 


_ EDITORIAL _ 

BLACK  PROFESSIONAL  MALE  with  15 
years  experience  in  sports  and  news 
seeks  position  as  an  editorial  writer/ 
columnist.  Went  to  major  southern  uni¬ 
versity  and  has  worked  for  major 
metro  newspapers,  where  I  wrote  com¬ 
mentaries.  Reply  to  Box  07654,  Editor 
&  Publisher. 


FIFTEEN-YEAR  VETERAN  OF  NEWS¬ 
PAPERS  and  magazines,  expert  in 
education  (M.A.  Ed.)  and  politics, 
strong  in  rural  and  ag  matters,  seeks 
Zone  9  daily  or  weekly.  John  Jay 
Ponce,  29  Via  Reposa,  ^Ivang,  CA 
93463. 


HIGH-TECH  PRO;  Veteran  writer  for 
dailies,  agencies,  national  computer 
trades  seeks  technology  or  features 
beat.  No  techno-babble,  no  hype,  just 
fine  copy  in  English.  Mid-size  or  m^o 
daily,  coastal  zone  or  Southwest.  Call 
(614)  885-7114. 


SPORTS  EDITOR  of  national  award¬ 
winning  sports  section  at  twice  weekly 
seeks  positian  with  sports  department 
at  small  or  mid-sized  doily.  14  years 
experience  in  sports  journalism.  Reply 
to  Box  0791 8,  Editor  &  Publisher. 

PHOTOGRAPHY 

PHOTOGRAPHER:  Much  published 
looking  for  full-time  position.  Former 
NFL  team  shooter,  much  other  experi¬ 
ence.  15  years  total.  John  (216)  371- 
2495. 


People  who  use  word  processors  should 
not  be  surprized  if  what  they  write  is  to 
prose  as  process  cheese  is  to  real  cheese. 

George  Will 


E&Fs  Classified 


The  newspaper  industry’s 
meeting  place.  (212)  675*4380 
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Mining  Data  To 
Market  Advertising 


IT’S  A  DAUNTING  decade  for  sell¬ 
ers  of  newspaper  ads.There  has 
always  been  competition,  but  it’s 
grown  exponentially  in  the  ’90s, 
and  it’s  forcing  change  across  the 
industry. 

You  can’t  just  sell  boxes  of  white 
.space  any  more,  not  when  competitors 
offer  dancing  multimedia  images  down¬ 
loaded  from  anywhere  whenever  it 
suits  the  Web  browser’s  whim.  You 
can’t  just  quote  a  rate  card,  not  when 
someone  else  offers 
500  channels  of  minute- 
by-minute  sales  poten¬ 
tial  controlled  by  the 
click  of  a  remote  con¬ 
trol. 

To  prosper  in  this 
hotly  competitive 
world,  newspapers 
have  to  take  advertising 
share  away  from  some¬ 
body  else.That  means  developing  pro¬ 
grams  that  make  your  clients’  cash  reg¬ 
isters  ring,  more  loudly  than  ads  in  your 
competition  do. 

In  this  do-or-die  game,  newspapers 
can  compete  and  win  by  practicing  five 
key  techniques: 

♦  Quantify  the  opportunities  to  gain 
share  of  the  local  market. 

♦  Help  advertisers  identify  and  profile 
their  best  customers. 

♦  Develop  creative  and  promotional 
strategies  tfut  speak  directly  to  these 
customer  groups. 

♦  Demonstrate  the  value  and  effec¬ 
tiveness  of  ROP  advertising  by  showing 
how  the  newspaper  reaches  target  audi¬ 
ences. 

♦  Create  advertising  proposals  and 
presentations  focused  on  advertiser 
needs. 

To  illustrate  how  these  techniques 
work,  let’s  assume  we’re  the  ad  depart¬ 
ment  of  a  100,000<irculation  newspa¬ 
per  in  the  South,  Old  South  Metro. 

(This  data  comes  from  a  real  newspa- 


Sackett,  a  former  newspaper  reporter, 
editor  and  production  executive  and 
founding  executive  at  USA  Today,  is 
president  of  Claritas  Inc.’s  Media  and 
Communications  Group,  Arlington,  Va. 


per,  but  the  case  study  isn’t.) 

First,  the  opportunities.  We  have  to 
determine  how  big  the  advertising  mar¬ 
ket  is,  how  much  of  it  we’re  getting 
compared  to  our  competitors,  and 
which  categories  offer  opportunities  for 
growth. 

SURVEY  THE  MARKET 

One  approach  is  to  calculate  our 
penetration  in  the  market  by  SIC  code 
—  Standard  Industrial  Classification. 

How  many  businesses 
in  each  major  category 
are  advertising  with  us 
versus  out  of  the  total 
businesses  in  those  cat¬ 
egories  in  the  market? 

Perhaps  we  have 
only  30  contract  restau¬ 
rant  advertisers  from  a 
universe  of  1,000 
restaurants  in  our  mar¬ 
ket.  One  New  York  state  newspaper 
dealt  with  a  similar  situtation  by  adding 
two  full-time  salespeople  dedicated  to 
restaurants,  created  a  rate  card  reminis¬ 
cent  of  a  menu,  and  won  dozens  of 
new  restaurant  contracts. 

We  can  get  the  SIC  penetration  fig¬ 
ures  several  ways.  We  can  buy  lists  of 
all  businesses  in  the  market,  broken  out 
by  codes,  and  then  compare  them  to 
our  customer  files  to  calculate  penetra¬ 
tion  by  category.  The  lists  are  available 
from  firms  such  as  Dun  &  Bradstreet, 
American  Business  Information  (ABI), 
and  Database  America  Companies. 

If  the  do-it-yourself  approach  is  too 
hard  because  of  “dirty”  ad  files  (dupli 
cate  entries,  incorrect  billing  addresses, 
no  contact  names),  we  can  hire 
experts.The  same  companies  that  sell 
SIC  data  can  clean  up  our  ad  database, 
append  SIC  codes  and  other  data,  and 
give  us  a  list  of  all  the  remaining  non¬ 
advertising  businesses  by  SIC  codes. 

Marketing  companies,  like  Claritas, 
can  give  us  a  wider  view.  One  package 
offers  the  numbers  on  spending  by  the 
top  70  SIC  segments  for  27  media  cate¬ 
gories  in  our  market,  including  direct 
mail,  print  and  broadcast  media,  direc¬ 
tories,  interactive  services  and  promo¬ 
tions. 


We  zero  in  on  financial  services  (SIC 
Code  8721,  including  real  estate,  insur¬ 
ance,  brokerage  firms,  and  banks), 
because  they  do  one-third  of  the  local 
ad  spending,  or  $32  million  in  the  Old 
South  area.  Of  907  financial  services 
businesses,  272  advertise  —  onJy  a  30% 
penetration  of  a  lucrative  market  that 
offers  strong  potential. 

STUDY  ADVERTISERS'  CLIENTS 

Old  South  Metro  subscribes  to  a 
mariceting  segmentation  system  that 
classifies  consumers,  including  our  sub¬ 
scribers,  into  customer  groups  called 
clusters.  Information  on  demographics, 
lifestyles,  purchases  and  media  habits 
about  these  clusters  is  derived  from  a 
variety  of  mariceting  information 
sources,  including  Simmons,  Mediamaric 
Research  (MRI),  Scarborough,  and  our 
own  custom  research. 

Syndicated  research  and  clustering 
techniques  can  identify  groups  most 
likely  to  buy  things  —  laundry  soap, 
fest  food,  stereos,  zero-coupon  bonds 
—  by  demographics,  by  lifestyle,  by 
past  purchases.  Database  marketing 
techniques  allow  a  cluster  analysis  of  a 
bank’s  customer  files  to  identify  and 
profile  their  best  customers.  For  adver¬ 
tisers  with  no  database,  syndicated 
research  can  help  develop  profiles. 

Thus  we  can  begin  identifying 
groups  most  likely  to  purchase  banking 
products.  After  identifying  what  the 
best  customers  “look  like,”  we  use  a 
mapping  system  to  pinpoint  where 
they  live.  For  advertisers  with  customer 
files,  we  can  code  in  latitude  and  longi¬ 
tude  (called  “point-coding”)  and  pre¬ 
cisely  map  geographic  trade  areas. 

A  lifestyle  cluster  analysis  of  sub¬ 
scribers  shows  a  great  “match”  between 
our  readers  and  the  “best”  financial  ser¬ 
vices  users.  This  analysis  allows  us  to 
advise  advertisers  where  to  find  poten¬ 
tial  customers.  We  can  profile  who  they 
are,  where  they  live  and  work,  what 
they  “look  like”  demographically  (age, 
income,  children  in  household),  what 
media  they  consume,  and  what  they 
purchase.  It’s  also  possible  to  deter¬ 
mine  which  newspaper  sections  they 

(See  Shop  Talk  on  page  52) 


A  case  study  in 
how  to  win  peer 
advei'tisers  by 
using  market 
data  to  bring  in 
customers 
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Some  Northwest 
companies  are 
Sood  to 

workins  mothers. 
And  a  few 
are  simply 
exceptional . 

For  the  sixth  consecutive  year,  The  Seattle  Tinnes  has  been 
named  one  of  “100  Best  Companies  for  Working  Mothers”  by 
Working  Mother  magazine.  And  now  Eddie  Bauer  joins  the  list. 

This  year,  The  Seattle  Times  welcomes  another  Northwest 
business,  Eddie  Bauer,  to  a  prestigious  list  of  companies  striving 
to  make  working  and  raising  a  family  easier.  Since  1 985,  Working 
Mother  magazine  has  acknowledged  the  100  best  companies  for 
working  mothers  based  on  five  criteria:  pay,  opportunities  for 
advancement,  support  for  child  care,  work-schedule  flexibility  and 
family-friendly  benefits.  We  believe  helpful  policies  make  good 
business  sense,  because  working  mothers  are  good  for  business. 
And  ours  are  simply  exceptional. 

Che  Seattle  Gmes 

Locally  and  family  owned  since  1 896 


In  a  world  of  fakes  and  forgeries,  there’s  one 
original  no  one  has  been  able  to  copy — Jeej?. 

Jeep,  you  see,  is  a  registered  trademark  of 
Chrysler  Corporation.  And  a  trademark  is  a  word 
or  name  used  to  identify  the  source  of  a  product. 
Which  means  the  word  Jeep  can  indicate  only 
our  brand.  Simply  put,  a  sport  utility  vehicle  by 
any  other  name  isn’t  a  Jeep  vehicle. 

Take  Jeep  Grand  Cherokee.  A  vehicle  specifically 
designed  for  individuals  who  desire  the  best  of  both 
worlds — sophisticated  luxury  and  proven  Jeep 
capability.  There’s  also  Jeep  Cherokee,  the  classic 


expression  of  versatility,  convenience,  and  value. 
And  Jeep  Wrangler.  The  legendary  fun  and 
freedom  machine  that  encompasses  all  that  is  Jeep.  ’ 
So,  the  next  time  you  see  our  name,  remember 
this:  There  may  be  a  lot  of  sport  utility  vehicles  on 
the  road  today,  but  there’s  only  one  Jeep?.. 

For  more  information,  call  1 -800-925-JEEP,  or 
visit  our  Web  site  at  http://www.jeepunpaved.com 


Jeep 


THERE’S  ONLY  ONE 


Always  wear  your  seat  belt.  Jeep  is  a  registered  trademark  of  Chrysler  Corporation. 


s 


